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The style edge 
\ that gives you 
the selling edge. 
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BARBOUR WELTING COMPANY [FOCKION 69 7 


World’s Largest Welling Producers 
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Cowboys demand 


ween Gomrort..... 


kangaroo 


Acme makes these finest boots of Kangaroo because the 
leather is handsome, light, supple, soft, yet strong and 
scuff resistant. It makes a boot that fits like a glove, 


and gives its wearer day-long comfort. 


Whenever you want to make an extra distinguished, 
extra comfortable boot, shoe or slipper, make it of 


genuine Australian Kangaroo, tanned in the U. S. A. 


kangaroo 


WILLIAM AMER CO. + SURPASS LEATHER CO. + ZIEGEL, EISMAN & CO. 





THE BIG 
PACKAGE 


only ROBIN HOOD 


gives you... 









1. A Complete Line 


With Robin Hood, you need never lose a 


customer—and you cash in fully on every 2. Priced for Volume 


promotion effort. 





Robin Hood offers you the line priced for 
the broadest market, the fastest turnover 
in the children’s branded shoe business. 






















3. Smart Styling 


ceesingdomendtcidenondmetnen | Me Full 42% Mark-Up 


for style in children's shoes, 














Consider this along with the increasing 
demand for Robin Hood, plus complete 
in-stock service and high turnover. It adds 
up to profits—big profits for you. 












5. Super Mail-Order 6 
Service _— , 


Robin Hood provides 98% assured de- 
livery on 30 shoes—the shoes on which 
you do 65 to 75% of your business. This 
is in addition to regular fast stock service 
on the full Robin Hood line of 160 
numbers. 


Top-Rated TV Show 


Now, item selling for Robin Hood Shoes 
on Buffalo Bill, Jr., most popular daytime 
kids’ show on TV. This—plus hot new 
traffic-builders —is creating a bigger de- 
mand for Robin Hood Shoes every day 
with kids in your city. 

Shouldn't you look into the profit po- 
tential Robin Hood offers children’s 
shoe retailers? A letter, wire, or 
phone call will bring you the answers. 
Robin Hood Division, Brown Shoe 
Company, St. Louis. 























Brown Shoe Company 


St. Louis... Makers of: Air Step * Buster Brown * Official Boy Scout Shoes 
Official Girl Scout Shoes « Life Stride * Naturalizer + Pedwin + Propr-Bilt 
Risqué * Robin Hood + Roblee * Westport 
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(A) ELASTICIZED TOP-LINE BALLET. be 
High grade special leather with a 
stretch. Elasticized to fit like a 
glove. No gapping problem. Smooth 
leather insole, Natural color backs 
on leather upper will not stain foot. 
100 White N, M 8/12 $1.80 
101 Black N,M12%2/3 $1.80 
N, M 3%/10 = $1.80 


(B) PLEATED TOE BALLET. Hand 
pleated and lasted. Reinforced 
throat can’t split. Leather insole. 
Won't fade on foot. Elastic instep 































strap. 

50 White M 6/7%2 ~— $1.75 

51 Black N, M 6/12 $1.75 

53 Red N,M12%/3 $1.75 (A) 
54 Blue N,M 3%/10 $1.75 

55 Pink 


(C) STREET BALLET. Same as 
pleated toe ballet above except no 
instep strap. 

59W Black N, M 3/10 $1.75 
60W White N, M 3/10 $1.75 







fastest seller in 


(D) LUCKIES. Leather outsole. Lip 
taps included. 

1080C White N,M8/12 = $2.85 
1080M White N,M12%/3 $3.10 
1080W White N,M3%/9 $3.40 
1081C Black Pat N,M7/12 $2.85 
1081M Black Pat N,M12%/3 $3.10 
1081W Black Pat N,M12%/3 $3.40 


(E) BOYS’ TAP. Leather outsole. 
61 Black Patent B,D8%2/13% $3.60 
B,D 1/6 $4.00 


NEW YORK SALES OFFICE : N Ss T Oo Cc 


R 933-935 Marbrid Bidg. 
in ae, IMMEDIATE DELIVERY 


ST. LOUIS SALES OFFICE 
Room 409 Silk Exchange Bldg. ALL MADE IN OUR MODERN FACTORY 


12th & Washington TERMS: 5%-30 DAYS. 31 DAYS NET. 
PRICES SLIGHTLY HIGHER WEST OF DENVER 


ED WHITE JUNIOR SHOE CO., DEPT. 7, PARAGOUID, ARK. 
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~~ 5 Great 
orktown IN-STOCK Lines 


e 98 in-stock men’s styles . . . dominant 
values at $10.95-$12.95 retail. 


e Air-Tred air-cushion shock-absorber shoes 
at $11.95-$12.95 retail. 


e Big-repeating leather-covered cushion in- 
sole shoes at $12.95 retail. 


@ Boys’ shoes made with men’s shoe superi- 
orities at $8.50-$8.95 retail. 


@ Pueblos hand-sewn true mocs finest in 


0 r e at e r their price range at $10.95-$12.95 retail. 


profit  .. 
potential 


Is important to every retailer 
of Men’s *10°-*12% shoes 


In every factor that's important to the man Piannin g to buy 
new shoes — leathers, workmanship, styling, fit, stamina, 
comfort — Yorktown Shoes are deliberately built to deliver 
an extra margin of value. This provable value dominance in 
Vast $10.95-$12.95 field cannot help but pay off in greater 
§ and profits for Yorktown merchants. We back it with 

t, most dependable In-Stock delivery Witte now fer catalog or for soleemen to call 

services In the entire men’s shoe field GARDINER SHOE CO., INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 


GARDINER, MAINE 
ADVERTISED IN NEW YORK SALES OFFICE: Marbridge Bidg., 


47 W. 34th St. 
L I F 3 an d E S Q U : R E FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., 


Buckingham & Hecht, 617-621 S. Los Angeles St., 
Los Angeles 
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How'd you like to stock 


1,000,000 pairs of shoes 


in this much space 7? 











You can! As an ENNA JETTICK dealer you have the great- 
est In-Stock system in the women’s shoe industry at your 
service, It ships orders and re-orders within 24 hours of 
receiving them from a stock of better than 1,000,000 pairs. 
All you need is the space and the price of a 3¢ stamp. 


ENNA JETTICK makes the big investment and takes the 
risk—you get extra turnover from a minimum inventory. 
You rarely lose a sale—even for an unusual size! You keep 


your markdowns to a minimum because you operate with 
clean inventory! Best of all, you actually sell from a stock 
of better than 1,000,000 pairs. We are able to ship your 
order 97% complete within 24 hours of receiving it. 

Extra profits, you bet! But equally important, there isn’t 
a surer way for you to build your business . . . build good- 
will, . . and enjoy the most efficient merchandising opera- 


tion in the women’s shoe industry! 


row sJettoks 


The Shoes You Love To Live In 


ae 


Some Styles $11.95 


DUNN AND McCARTHY, INC., Auburn, N.Y. 
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Are All Eyes... 


... the minute they see the 
beautiful new Fall line of 
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cByY SHOE CORPORATION ° EPHRATA, PENNSYLVANIA 


oA fe Aandi Yt oo 802 New Yon Se On 45 Madge Mp, Tae vere 
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are cushioned 


with AIRFOOT! 
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These are Jumping-Jack “PARTIES” by Vaisey- OTHER AIRFOOT ADVANTAGES: 


Bristol—and like so many other top-flight brands, 
they’re now cushioned with AIRFOOT. 


Lighter-for-density than 
other rubber cushionings 





: Sy —yet the thinnest layer 
AIRFOOT is the first foam rubber cushioning : ea stands up! 
designed specifically for modern footwear—and it’s ° Controlled aeration— 
: * “breathes” all over with- 
still by far the foremost. * How AIRFOOT cushions without sak depuing saahi nets 
2 adding bulk: The superior com- 4 
One reason for AIRFOOT preference among . pression and “comeback” ratio of Unvarying support —scien- 
manufacturers, retailers AND consumers, is that : mega — = + a tific pn rer 
’ . ions in insole cushion applica- assures instant comebac 
AIRFOOT won t let any one of them down. ee ee Pall, lasting comfert— Seu Hie of cheat 
find more business-building reasons at right: * —_ without compromise of style! 


Proved quality—years in 
development, years in 
use under all conditions, 


ie 2.2 «© eee 


Note to shoe manufac- 
wocowry GOODFYEAR rr ar tar 
ee information on ease of 


22 application, contact: 
Airfoot-T.M. The Goodyear Tire & Rubber Company, Akron, Ohio Goodyear,Foam Products 


WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONINGS DESIGNED SPECIFICALLY FOR FOOTWEAR! Division, Akron 16, Ohio. 
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The lady wants the ones she’s just seen in WOMAN’S 
Day, even if you’ve got to climb into the window to 
get the last pair in her size. And there’s a lot more 
where she came from. (Next time you’re down at 
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ce) entctek day 


the A&P an ine 


the NATIONAL magazine Aen with the CONCE ED impact 
the A&P, watch how many women from your neigh- » 
borhood buy and put a copy in with the family gro- 
ceries.) Get on a good thing by letting her know 
you’ve got the shoes she sees in her favorite magazine. 
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CELASTIC SOFT-BOA 


There’s an important inside story for your leisure time styles — it’s 
Celastic Soft- Box. Smart styles stay that way with the “just right” 
softness of this specially developed material. And it is easy to work 
with, too. Manufacturers like the way it handles — make a big selling 
point of its comfort styling. 


Celastic Soft-Box is one sure way to keep your best styles forward 
in the sales parade. 


*Cotestic is @ registered trademert of the Cotesia Comm = * 
UNITED SHOE MACHINERY CORPORATION - BOSTON, MASSACHUSETTS 
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Looks exclusive, sells at a popular price 


MELGO WN NCE 


If MELGO by Lawrence were as expensive Lawrence MELGO is exceptionally work- 
as it looks, your customers couldn’t afford it! able, put it to work making sales for you. 
This mellower corrected grain combination | Your customers would expect to pay more 


tanned side leather has the pedigree look of for fine leather like MELGO — that’s why 
distinction without the high price tag. Yet, | You can expect more business from it! 

for all its smooth, rich beauty, MELGO is Also in the “Great American Family” of 
rugged and resists wear and scuffs. But there’s —_ side leathers by Lawrence: mellow FINA, 


more to MELGO than beauty and long wear! —_ luxurious TOPPA and quality UNEEKA. 
A. C. LAWRENCE LEATHER COMPANY, a oivision oF swirt & COMPANY, (INC.) PEABODY, MASS. 


July 1, 1956 



















232 





a. aoe? 


*TIME PER TRANSACTION 


See “‘The Last Story’... full color 
movie on Guide-Step principle. 
Write for details, 








Good shoe retailers know how to fit shoes. Good 
shoe retailers also know that their time is money. 


They’re money ahead when they can fit a customer 
faster, with complete satisfaction. 
You can do this with the Johnsonian Guide-Step 
line for two reasons: 
1. Guide-Steps are designed to fit the foot 
in action, because thousands of foot 


measurements in action are built into the 
lasts over which they are made. 


2. Guide-Steps are designed to fit the same 
foot with the same size in every style. 


They’re styled for volume selling, too. And con- 
sidering they retail profitably for $9.95 and up, 
you'll find it well worth your time to write for 
complete information or a personal call from one 
of our representatives. 


A PRODUCT OF MENDICOTT JOHNSON 


Johnsonian Jr. Guide-Steps also available in some styles 
ENDICOTT JOHNSON CORPORATION 
Endicott 1, N. Y. St. Louis 2, Mo. New York ‘13, N. Y. 





Nationally advertised in LIFE, 
SATURDAY EVENING POST, 
COLLIER’S, LOOK, 

ARGOSY and 

AMERICAN LEGION 











Successful models of GUIDE-STEP shoes have also been developed in our children’s, misses’, growing girls’ and women’s 
lines. The salesman who carries JOHNSONIAN GUIDE-STEP can tell you about these lines, too. 
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DIVERSIFICATION 














... and the Shoe Business 


One of the most obvious symptoms of the growing 
pains which are attendant upon a rapidly expanding 
economy is the wave of mergers of companies in com- 
pletely unrelated fields of enterprise which is presently 
taking place. Undertaken in the name of “Diversifica- 
tion of Investment,” these mergers reflect the natural 
desire of ambitious management for external growth, to 
provide outlets for liquid capital funds, and to spread 
risks by embracing operations in fields completely un- 
related to their own. Every day the financial pages of 
the daily papers report incidents of these mergers con- 
stantly adding new enterprises to already complex 
business structures. And in this expanding economy 
there seems to exist a ready pool of businesses which 
are available for such acquisition because of manage- 
ment difficulties, dissatisfaction with the return from 
their investments, a need to raise cash, burdensome 
taxes or a desire to shift responsibility to what they 
consider to be more competent managerial hands. 

Interest in the shoe and allied industries by outside 
capital is a fairly recent development and has not been 
as strong as that which has been manifested in other 
fields. However, with the trend to “Diversification of 
Investment” growing steadily and with current condi- 
tions in the shoe industry tending to create a favorable 
atmosphere for such investment, it is not improbable 
that more overtures may be made in the direction of 
shoes. 

In a commentary on “Diversification,” which pro- 
vided much of the basic information for this article, 
prepared for Boor AND SHoe Recorper, Edward P. 
Sine, Shoe Analyst for The Value Line Investment 
Survey, New York, states: “Since the shoe industry is 
composed of so many separate manufacturing entities, 
it is understandable that outside capital should find 
interesting opportunities in it. This trend may be 
accelerated by recent developments in the industry 
which seem to be rendering it more difficult for the 
small independent producer to survive. Formerly the 
small shoe manufacturer was insulated to some extent 
from the ravages of competition by availability of capi- 
tal (principally shoe machinery) to all users on equal 
terms. The larger producers enjoyed no particular cost 
advantage. The anti-trust decision against U.S.M.C., 
however, has to some extent destroyed this equality. 
. .. at the same time that the attractiveness of some of 
the smaller shoe companies as operating entities has di- 
minished, they have become more interesting from the 
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point of view of liquidation. As their earning power 
decreases, the market tends to value them less highly, 
and eventually opportunities develop to purchase these 
concerns at substantial discounts from their net worth, 
sell their assets gradually and systematically, and realize 
a handsome capital gain. The combination of rising 
incomes and prohibitive tax rates makes such a proposi- 
tion especially attractive at the present time.” 

HR 9424 “An Act To Amend the Clayton Act, As 
Amended by Requiring Prior Notification of Corporate 
Mergers” has passed the House and is now before the 
Senate Judiciary Committee. If passed, unamended, by 
the Senate it would require companies with combined 
assets in excess of $10 million to notify the Govern- 
ment at least 90 days before a transaction is completed 
of their intent to consolidate whether by sale or merger. 
It also requires that complete information be made 
available to the F.T.C. on the proposed acquisition, 
such as “nature of the business,” “products or services 
sold,” “distribution,” “total assets,” ‘“‘net sales,’ and 
“trading areas of both the acquiring and the acquired 
corporation.” 


Tuts highly restrictive measure, which has a_possi- 
bility of becoming law, may cause owners, even if they 
are small family businesses, who contemplate selling 
them, to hasten their decisions, before the law is en- 
acted, and prospective purchasers to think twice before 
consummating such deals. The attitude which the 
Department of Justice and the Federal Trade Commis- 
sion is displaying toward intra-industry mergers, which 
may soon become law, would seem to limit the availa- 
bility of purchasers for companies offered for sale and 
to make their acquisition by capital from outside the 
industry more probable. 

When diversification of investment is the true pur- 
pose for the acquisition of such facilities, mergers of 
this kind can be constructive and of value to an in- 
dustry. Fresh new directorates often have the vigor 
and enthusiasm to solve long-standing problems which 
have perplexed tired or deadlocked boards. And, they 
van bring technological know-how to production and 
the stimulus of advertising and promotion skills which 
have worked well in other fields. Such mergers can 
result in an efficient manufacturing operation, an im- 
proved product and a dynamic merchandising effort. 


[TURN TO PAGE 60, PLEASE | 
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The Swing 
Walk-Over! 


157 New Accounts 
26% Sales Increase 
That’s Progress! 


Here’s what Tom Austin, one of 
New York’s Top Shoe Retailers Says 
About WALK-OVER: 


“During the past 12 years I’ve tried 
just about every major line, and at last 
I’ve found the one that really sells. 
Since stocking Walk-Over and Keith 
Highlander my sales have jumped 38% . 
And judging from enthusiastic customer 
approval, this is only the beginning!” 


Contact us today and join the smart 
retailers swinging to progressive, ag- 
gressive Geo. E. Keith Company lines. 





Tom Austin of 
Tom Austin & Co., 


2 East 45th St., 
(Vp. (s4 New York City 
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—Perhaps you would like to add to your lexicon of 
business qualifications, the essay of THE SALES- 
MAN, as published in The Sales Executive. Sent on 
by Charlie Lutz, of Pittsburgh Steel Products, it 
tells. ... 

—“And in those days, behold, there came through the 

gates of the City, a Salesman, from afar off, and it 
came to pass as the day went by—he sold plenty. 
“And in that City were they that were the order 
takers and they that spent their days in adding to the 
alibi sheets, and nightly were they astonished. They 
said one to the other, ‘What the hell! How doth he 
getteth away with it?’ 
“And it came to pass that many were gathered in 
the back office, and it came to pass that a Soothsayer 
came among them, and he was one wise guy. And 
they spoke and questioned him saying, ‘How is it 
that this stranger accomplished the impossible?’ 

—“Whereupon the Soothsayer made answer: ‘He of 
whom you are speaking is one Hustler. He ariseth 
very early in the morning and goeth forth full of pep. 
He complaineth not, neither doth he despair. He is 
arrayed in purple and fine linen, while ye go forth 
with pants unpressed, 

—‘While ye gather here and say one to another, ‘Verily 
this is a terrible day to work’—he needeth no alibis. 
He knoweth his line and they that would stave him 
off, they give him orders. Men say unto him ‘Nay’ 
when he cometh in, yet when he goeth forth he hath 
their names on the line that is dotted. 

—‘He taketh with him the two angels ‘Inspiration’ and 
also ‘perspiration’ and works to beat hell. Verily, I 
say unto you, ‘Go thou and do likewise.’ ” 

—Beneath all that chaff there are some simple truths 
that add up to food for thought. 


Editor Emeritus 
Boor anp SHog REecorpeR 
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FEATURED ON 


BACK COVERS =, 
PARENTS’ 
MODERN ROMANCE 
MODERN SCREEN 
SCREEN STORIES 










THRU NATIONAL 
ADVERTISING to MOTHERS 
in your NEIGHBORHOOD... 


VAISEY-BRISTOL SHOE COMPANY 
MONETT, MISSOURI 
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ROUGHS. REDUCES AND SHANKS OUT IN ONE OPERATION 


COMPO's Model A 


COMBINATION 


REDUCER — ROUGHER 


1. REDUCE FOREPART 
2. REDUCE SHANK 
3. ROUGH 


> COMBINES THREE OPERATIONS — saves time 
and mone 

> ROUGHS AND REDUCES ALL types of soling 
material 

>» FASTER OPERATION — increased production 
means higher profits 


Machinery and Adhesives for all types of Cement Process Shoes 


COMPO SHOE MACHINERY CORPORATION 


125 ROBERTS ROAD, WALTHAM 54, MASS. 





MACHINE R Y 


| Please send me the following additional 
| information: 

'[] Machinery Sales Bulletin on your COMPO 
Model A Sole Cementer. 

[] Prices and Terms on all COMPO Machines. 
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Give Shoes 
“the Look” You Want 
and Keep Them 

that Way! 







Regardless of ‘‘the look”” you want on your shoes, 
DURALENE is the finish to use. That’s because 
DURALENE is a 100% water type finish 

that excels both where the aniline 
look is wanted — and where full 
coverage is needed. It provides 
either a high lustre or a mellow 
sheen with equal ease. DURA- 
LENE lies flat and close to the 
grain. It is thin yet produces a 
high degree of uniformity, feel and 
break. AND — shoes you finish with 
DURALENE slay that way, because the 
finish holds up from factory to wearer. 


There’s a bonus for everyone in DURALENE: you get better 


looking shoes, because DURALENE adds value without in- 

creasing the cost; your customer gets shoes with added sales ap- DURALE N E; 
peal, because DURALENE finish is locked in from the packing for the packing room is 
room to the consumer; and the wearer gets shoes with DURA- the newest member 
LENE’s built-in water resistance. of the family of 
Distributed by UNITED SHOE MACHINERY CORPORATION U N ITE D Fl N is ES 


BOSTON, MASSACHUSETTS 
@®DURALENE is a registered trade mark of the B. B. Chemical Co. 
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not on all shoes... 


just the best ones 


AVON SOLE COMPANY, AVON, MASSACHUSETTS 
For forty-five years specialists in fine sole materiais 


Makers of the famous 
AVON DU-FLEX, CUSH-N-CREPE and DU-FLEX AVONITE SOLES 
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He’s one of your 
best Customers 


.-- AND HIS BUSINESS 
CAN BE PROFITABLE 


Sure, before Avonite, the children’s shoe business was a headache. 
But, since the majority of returns are for sole failure, and since Avonite Soles virtually 
eliminate returns for this cause, there’s full profit in children’s shoes today. 


If all the children’s shoes you sold had Avonite Soles you could be practically certain 

of no repair bills, no adjustments, no profit reduction for sole failure . . . because 

shoes with Avonite Soles are usually outgrown before the soles wear out. 

One shoe retailer (name on request) selling an average of 800 pairs of children’s 
shoes a month, kept track for four years, didn’t get a single pair of 

Avonite soled shoes back for sole failure. 


There are no better business builders than children’s shoes that save parents resoling costs. 
So, in addition to better profit, your children’s shoes with Avonite Soles build customer 
good will, repeat business, and additional business in shoes for all the family. 


.. AVONITE 


TRADE MARK REG. 


SOLES 


and the Avonite Solemark of Quality 
are nationally advertised in 





PARENTS' 
MAGAZINE 
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Avonite Soles 

ore approved 

for the Official 
Girl Scout Shoe 
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MACKINAC ISLAND, MicH.—The an- 
nual convention of members of the 
American Leather Chemists Associa- 
tion were urged to break with past 
conceptions and raise their sights in 
the research and merchandising of 
leather. In furtherance of this goal, 
it was revealed during the sessions that 
the Tanners’ Council has provided a 
fund of $250,000 to support research 
activities in the industry. 

The implementing of such a goal was 
the theme of the keynote speaker, 
Joseph F. Eberle, president of the Tan- 
ners’ Council. 

Said Mr. Eberle, “In this industry 
every one of us has a blank check, and 
the ciphers on that check are limited 
only by our honestly selfish imagination 
and enterprise. How does this picture 
apply to you as the technical part of 
the industry? In matters technical, I 
suspect, there tends to be the same 
unconscious reverence for the past as 
in other phases of management. The 
weight of printed authority and tradi- 
tional dictum seems to make itself felt 
among the molecules as much as in 
problems of merchandising, plant engi- 
neering, labor relations, or what have 
you. Gentlemen, I think it is about time 
that you realized the shape of oppor- 





Stolz Elected President, 
St. Louis Shoe Manufacturers 





Robert G. Stolz, of the Brown Shoe Com- 
pany, was named president of the St. 
Louis Shoe Manufacturers Association. 
Paul Johansen, former president, asso- 
ciated with the Valley Shoe Corporation, 
is now chairman of the group's board. 
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Tanners’ Council Announces Fund of $250,000 to Support Further 
Research at Convention of American Leather Chemists 


tunity and began to give free rein to 
free wheeling imagination.” 

Almost 500 leather chemists attended 
the four-day sessions at the Grand 
Hotel here. A variety of technical 
papers were presented at a tanning 
seminar. 

Mr. Eberle said that leather was out 
of its slump and the prospect was opti- 
mistic so long as leather producers con- 
sidered altered conditions. He said they 
should no longer think in terms of cap- 
turing the entire market, but should go 
after the top of the market. Even in 
research, he urged, an end merchandis- 
ing goal should be kept in mind. 

“There has to be,” continued Mr. 
Eberle, “and there will be, a technical 
parallel in our industry to the terrific 
burst of energy now being shown in our 
merchandising. Here again the question 
is not, ‘Has it been done before?’ but 
rather ‘Why can’t it be done?’ I think 
I know some of the stock answers, at 
least I have heard them many times, 
but I refuse to take too much stock in 
them. 

“We are told that tanning is a very 
complex, chemical transformation and 
that the ultimate nature of collagen (a 
jelly-like protein which is the main part 
of connecting tissue) is still one of the 
riddles of life ... A good sound mer- 
chantable product development will as- 
suage my deep grief at not understand- 
ing the ultimate nature of our protein 
universe. Give me the product with an 
appeal to our customers, and I will be 
glad temporarily to forego the intellec- 
tual delight of knowing why it works.” 

E. B. Thorstensen, of the S. B. Foot 
Tanning Company, Red Wing, Minn., 
was named the new president of the as- 
sociation. Dr. Edwin Flinn, of the 
Mead Corporation, Chillicothe, O., re- 
tiring president, became a life member 
of the association. 

The following were also granted life 
memberships: George Downing, Leas & 
MeVitty, Inc., Salem, Va., and William 
Rheuby, Rohm & Haas Company, Phila- 
delphia. 

The Alsop Award for achievement in 
the field of protein chemistry went to 
Dr. John H. Highberger of the United 
Shoe Machinery Company. 

Dr. Howard Gottlieb, Bjorksten Re- 
search Laboratories, Madison, Wis., 
said the industry was in the eve of a 
new era in leather processing in an 





Howard Chain to Sell 
International Shoes 


New York—Thirty-three stores of 
the 84-store Howard Clothing Com- 
pany chain will introduce a complete 
line of men’s and boys’ shoes for the 
first time in their history beginning 
August 23, according to Samuel Sen- 
net, company president. Negotiations 
have been completed with International 
Shoe Company for distributien of City 
Club and Wesboro Shoes to retail from 
$7.95 to $15.95. Twenty-four of these 
stores are in New York City. 

Mr. Sennet said the addition of 
men’s shoes to Howard’s clothing and 
accessory lines will provide Howard 
customers with a complete selection of 
men’s and boys’ apparel and enable 
them to furnish an entire wardrobe at 
one time. 

The agreement between Howard and 
International is said to be the largest 
single clothing store arrangement of 
this type ever made at one time in the 
shoe industry, according to M. Robert 
Shaffer, director of distribution for 
men’s and boys’ shoes for Interna- 
tional. 

City Club and Wesboro Shoes have 
been distributed through a similar ar- 
rangement with Howard’s West Coast 
subsidiary stores, Foreman and Clark, 
for the past year. 





address, “New Concepts of Research 
for the Leather Industry.” Dr. Gottlieb 
projected possible further uses of radio- 
activity in leather processing for 
shrinking skins; also such possibly new 
processes involving vapor tanning, en- 
zymes and antibiotics. 


Palizzio Takes ¢ Over Closed 
Flautt Shoe Company Plant 


Dover, N. H.—Palizzio, Inc., New 
York shoe manufacturer, has purchased 
the physical assets of the closed John 
Flautt Shoe Company plant here and 
a new corporation is being set up to 
operate the business. 

President of the new company will 
be Henry Hermer, who headed the 
former Miller-Hermer Shoe Company, 
here; and treasurer will be Ralph 
Bieringer, formerly with the Hubbard 
Shoe Company, of Rochester, N. H., 
and now associated with the Bentley 
Shoe Corporation of Webster, Mass., 
according to an announcement made 
recently by Councilman George O’Neil 
of Dover who represents a number of 
local investors in the Flautt company. 








Agency Forms Credit Division to Serve Footwear Industry 


New York—The formation of the 
Shoe & Leather division of Credit Ex- 
change, Inc., to provide nationwide 
credit-reporting and collection services 
to the footwear industry was announced 
by Louis S. Stamm, president of the 
35-year old specialized agency in the 
apparel and accessory fields. 

“We had felt for a long time that 
the shoe and leather industries would 
be a logical addition to our business,” 
Mr. Stamm said, “and our timing has 
been fortunate in that it coincides with 
the cessation of operations by The Shoe 
& Leather Mercantile Agency, Inc. 
Our entry at this time maintains com- 
petition in the field. 

Edward H. Niehaus, formerly man- 
ager of the New York office of The 
Shoe & Leather Mercantile Agency, 
Inc., heads the new division, with Ken- 
neth Burroughs, a former shoe industry 
credit man for both The Shoe & Leather 
Mercantile Agency and Dun & Brad- 
street, Inc., in charge of credit analysis 
and reporting. Mr. Niehaus will per- 
sonally supervise sales and collections. 
The entire division will be under the 
administrative control of Michael M. 
Hammer, agency vice-president and 
senior credit manager. 

Mr. Burroughs joined Credit Ex- 
change in 1954 and was given the as- 
signment of building credit files on 
shoe retailers and manufacturers in 
the United States and Canada. 

The agency completed the back- 
ground work with the purchase at 
public auction of the entire credit files 
of both the Philadelphia and New York 
offices of The Shoe & Leather Mer- 
cantile Agency, Inc. At the same time, 
the agency mailed requests for current 
financial details to more than 100,000 


shoe retailers, wholesalers and manu- 
facturers, it was said. 

The Shoe & Leather division has in- 
troduced a new type of credit report 
for the industry called CREDI-graphic. 
Designed to replace the customary two 
or three page paragraph-type report, 
it is a single sheet facsimile of the 
agency’s own credit file master card 
on the account. The master card has 
been redesigned to present, on one side, 
all the credit facts formerly incorpo- 
rated in the report. 

In addition, it carries a “ledger card” 
history of the account’s financial con- 
dition and payment record over a five 
to seven year period. 

CREDI-graphic reports are issued by 
facsimile reproduction without the ne- 
cessity for dictation and typing. The 
savings in clerical costs through this 
method will made it possible, according 
to the agency, to offer this service at 
one-third less cost than previous re- 
ports. 

Attached to each CREDI-graphic re- 
port is the agency’s own recommenda- 
tion on the account and a photographic 
copy of the latest available financial 
statement submitted by the account. 

The agency provides continuous ser- 
vice to subscribers on all accounts in- 
quired on, and a number of special ser- 
vices, including weekly Change of Rec- 
ommendation Lists, bi-weekly New 
Financial Statement Lists and monthly 
New Business Lists. 

At the present time, the agency 
serves 4,200 manufacturers, whole- 
salers, banks, factors and insurance 
companies in 128 cities here and 
abroad, through its main office in New 
York and branches in Philadelphia, 
Chicago, Los Angeles and Miami. 





USMC Disposes of Branches 
To Satisfy Anti-Trust Rule 


Boston—U nited Shoe Machinery 
Corporation announced the sale of its 
subsidiary, W. W. Cross & Company, 
of Jaffrey, N. H., manufacturer of 
tacks and nails for the shoe industry 
and general use, to the Plymouth 
Cordage Company. It also announced 
the sale of another branch, J. C. Rhodes 
& Company, of Bedford, Mass. Real 
estate occupied by these two companies 
was also involved in the sale. 

The sale follows requirements by 
the Boston Federal District Court that 
United dispose of part of its business 
concerned with the production and 
distribution of shoe eyelets and tacks 
and nails, according to the terms of 
a final decree in an anti-trust suit 
against United. 

Edwin G. Roos, president of Ply- 
mouth Cordage said the plants would 
be operated as Plymouth Industries, 
Inc., a subsidiary of Plymouth Cordage 
in keeping with the company’s diversi- 
fication program. 
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LIA, Six Manufacturers 
To Dramatize Fall Shoes 


New York—“Designers Leather” is 
the unifying theme for an eight-page 
advertising section which will break in 
the September issue of a national con- 
sumers’ publication stressing fashion, 
dramatizing quality shoes in the fall 
fashion scene. 

Six ranking shoe manufacturers, all 
fashion and design leaders in their 
respective fields, and Leather Industries 
of America are joining forces in this 
giant advertising and merchandising 
project. 

Each manufacturer will feature his 
outstanding Designers Leather shoe in 
a full page, in black and white and in 
full color, with LIA sponsoring the 
lead-off and closing pages in full color. 

The participating shoe manufac- 
turers are Florsheim Shoe Company, 
Lown Shoe Company, Newton-Elkin 
Shoe Company, Old Town Shoe Com- 
pany, A. Sandler Company, and the 
Valentine shoe division of General Shoe 
Corporation. 

To create maximum leverage at the 


International’s Shoe 
Dollar Shipments Up 


St. Louis — Extending management 
welcome, Henry H. Rand, president, 
International Shoe Company, pointed 
out that retail shoe business this year 
has had both “ups and downs” in an 
address to visiting retailers who are 
members of International’s Merchant 
Service. 

“Where the weather has been good, 
business has been good. You as a 
group had a two per cent gain in De- 
cember, a four per cent gain in Janu- 
ary, a 10 per cent gain in February, a 
47 per cent gain in March, but a 40 
per cent loss in April. May started 
out slow but came along in good shape 
so that you as a group had a gain of 
10 per cent for the month and five per 
cent for the year through May. The 
retail shoe chains have followed pretty 
much the same pattern and so have 
the shoe departments in department 
stores. 

“We have ended our first six months 
with an increase in dollar shipments 
amounting to six per cent. In 1955, 
for six months, we shipped $128 mil- 
lion and this year about $136 million, a 
gain of $8 million. 

“We have just ended our first six 
months making about a million-and-a- 
half more pairs than last year during 
the same period.” 

Fall of 1956 will not be a “wrap-up,” 
Mr. Rand stated. With competition 
keener than ever before, comiplacent 
and self-satisfied retailers will have 
regrets, he believed. 

International’s service was described 
by Mr. Rand as stepped up, with 
plants geared to maximum production 
and greater flexibility. Wide use is 
being made of electronic equipment 
and a million-dollar electronic brain is 
on order. 

Price increases will not hurt shoe 
business volume, Mr. Rand felt, and 
with labor costs well fixed for the next 
18 months, prices should remain 
steady, keeping “the climate” right for 
sales and profit, 





retail level, a merchandising kit fea- 
turing entirely new ideas in selling aids 
will be made available to all retailers 
carrying any of the shoe lines rep- 
resented in the ad section. 


Rueping Leather Strike Ends 

Fonp pu Lac, Wis.—The ten-month 
strike at the tannery of the Fred J 
Rueping Leather Company here ended 
June 26 when members of Local 360, 
Amalgamated Meat Cutters and 
Butcher Workmen of North America 
voted to return to work. 

The strike began Aug. 8, 1955. Union 
members voted 171 to 5 to end the 
strike. 
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St. Louvis—A “World of Fashion 
Geodesic Dome,” to be featured in the 
Mid-America Jubilee on the St. Louis 
riverfront throughout the month of 
September, will be sponsored jointly 
by Brown Shoe Company, International 
Shoe Company and the Associated Re- 
tailers of St. Louis, it was announced 
recently. 

Designed by Buckminster Fuller, the 
unique spherical structure will be ap- 
proximately 110 feet in diameter and 
surrounded by a reflecting pool. After 
dark the dome’s translucent plastic 
skin will constantly change color 
through the employment of a specially 
designed revolving light tower en- 
gineered by the Otto K. Olesen Com- 
pany of Hollywood. 

Fashion shows, musical, horticultural 
and other events of interest to women 
will be held in the Fashion Dome’s 
theater-in-the-round. An Allen elec- 
tronic organ, the largest instrument 


Shoe Firms Co-Sponsor St. Louis Exhibition Dome 


of its type ever to be displayed in St. 
Louis, will provide a continuous musical 
program. 

Local garden clubs have been asked 
to plan, plant and maintain several 
large gardens flanking the Dome, which 
will be the focal point of the Jubilee’s 
exhibit area. Carnival-type attractions, 
including pony and stagecoach rides, a 
roving trolley, miniature railways and 
the like, will be provided for the amuse- 
ment of children. 

The Mid-America Jubilee, which will 
occupy 37 acres on St. Louis’ Missis- 
sippi riverfront, has been described by 
Alfred Stern, managing director of the 
undertaking, as “the first major com- 
munity showmanship project St. Louis 
has sponsored since 1904.” More than 
a half million visitors are expected to 
be attracted, with profits beyond an 
operating fund going to the National 
Park Service to further Jefferson Me- 
morial Expansion Park. 





May Shoe Production Shows 
Little Change Over 1955 


New YorK — May shoe production 
was estimated at approximately 46,- 
900,000 by the Tanners’ Council of 
America, a change of less than one 
per cent from May, 1955, figures. 

The council said women’s shoe pro- 
duction and that of misses and children 
fell below the figure a year ago, while 
the output of all other types increased. 
The level of men’s shoe production in- 
creased by almost 14 per cent over that 
of May, 1955. 

Estimated production for May, 1956, 
in thousands of pairs was—men’s, 10,- 
150; youths’ and boys’, 1,800; women’s, 
21,400; misses’ and children’s, 4,800; 
infants’ and babies’, 3,200, and other, 
5,500. 

A preliminary estimate for output 
in June shows production sharply cur- 
tailed at only 41.5 million. The figure 
represents a drop of 16 per cent from 
that of a year ago when production hit 
a record level of 49,590,000 pairs. 

Production for the first five months 
of 1956 was six per cent higher than 
in 1955, with men’s shoes leading in 
the gains of street shoe production over 
1955 volume. 

Estimated June production, incor- 
porate in cumulative first half figures 
of 801,725,000 pairs reduces the gain 
over the 1955 cumulative production to 
2.4 per cent. 


Expert Advises Shoe Men 
To Expand Foreign Trade 


St. Lovis—“Think globally, rather 
than nationally” was the advice given 
by Hector R. Dominguez, general man- 
ager of the export division, interna- 
tional Shoe Company, speaking before 
the St. Louis Chapter, American Mar- 
keting Association, at its luncheon 
meeting recently. 
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Since we are living through an eco- 
nomic upheaval, Mr. Dominguez pointed 
out, we should look for new highways 
and byways of trade, especially since, 
globally speaking, there is no such 
thing as overproduction. With low 
standards of living slowly rising all 
over the world, people are coming to 
feel that they have a right to higher 
standards of living, Mr. Dominguez 
feels. He stressed to companies the 
importance of their lengthening their 
sights, making the whole world their 
territories. 

Mr. Dominguez considers the present 
a good time to get into foreign trade, 
since many basic products are in de- 
mand, including shoes. He advised 
companies to do considerable research 
into the possibilities, and named 13 
countries currently favorable for Amer- 
ican export. 

Born in Mexico and educated both in 
Mexico and the United States, Mr. 
Dominguez has long been an advocate 
of world commerce and cultural inter- 
change as a means to better interna- 
tional relations. He has traveled ex- 
tensively throughout the world observ- 
ing customs and culture. 


National AFL-CIO Behind 
Drive to Organize E-J 


BINGHAMTON, N. Y.— Unions at- 
tempting to organize Endicott-Johnson 
Corporation employes were promised 
the full support of the national AFL- 
CIO by Harry E. O’Reilly, of Wash- 
ington, assistant executive director of 
the national body. 

Mr. O’Reilly was the principal 
speaker at a meeting sponsored by the 
Central Labor Union here and attended 
by some 250 members of 35 union locals. 

Mr. O’Reilly said he is willing to 
send in 15 organizers for ten years 
if necessary to unionize the shoe com- 
pany. In recent months two AFL-CIO 
organizers have been helping the Amal- 








gamated Meat Cutters and Butcher 
Workmen of North America campaign 
for the support of 1,600 tannery 
employes of the corporation in Endicott. 

A National Labor Relations Board 
hearing on the union’s request for an 
election began June 19. 


USMC Sets High 
Earnings Record 


Boston—Several new records were 
established by United Shoe Machinery 
Corporation for its fiscal year ending 
February 29, 1956. The 57-year-old 
company set a new business volume 
mark of $86,568,672, or some $20 mil- 
lions above the previous year. 

Net income before taxes amounted 
to $28,569,413, and after taxes 
amounted to $18,719,413. Both of these 
were also new highs for the company, 
and were two-and-a-half times above 
the corresponding figures for 1955. 
Still another high was established with 
net earnings of $7.91 per share of 
common stock, as compared with $2.93 
in 1955. 

More than $14 millions of the $86 
millions in business volume was ac- 
counted for by outright sales of shoe 
machinery. Of the net income of nearly 
$19 millions, $9,616,802 consisted of net 
gains from sales of shoe machines. Even 
excluding outright shoe machinery 
sales, the company’s total business vol- 
ume of $72 millions was a substantial 
gain over the $67 millions of the pre- 
vious year. United sold about 20,000 
machines, both new and those already 
out on lease, over the past year. This 
reduced the number of United machines 
out on lease from 100,000 to about 
75,000. 

The company said, “Present indica- 
tions are that... the purchase of sub- 
stantial numbers of machines prior to 
the expiration of existing leases has 
been largely completed, so that from 
now on the purchase of outstanding 
machines will for the most part prob- 
ably take place as and when old leases 
expire.” The company added that it is 
“impossible to predict” the amount of 
shoe machinery buying that will take 
place in the period ahead. It said that 
it is too early to discern any definite 
trend on the part of the shoe industry 
in regard to the purchase of new ma- 
chines as against leasing them. 

The company’s annual report, issued 
by Sidney W. Winslow, Jr., chairman, 
and George R. Brown, president, also 
said that under the new machinery 
servicing plan, as decreed by the court, 
the company had been able to reduce 
its machinery servicemen corps by 
about 25 per cent. 

The company now has 24,110 stock- 
holders. The corporation and its do- 
mestic associated companies employ 
8,154 persons, while its foreign asso- 
ciated companies employ an additional 
18,112. 
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CED Asks Congress to Work Toward $2 Billion Tax Cut 


New York—aA §2 billion-dollar tax- 
relief cut to take effect next January 1 
and scheduled to be implemented in 
late July was recommended to Congress 
by the Committee for Economic Devel- 
opment—if a “comprehensive, authori- 
tative review of the 1957 budget pros- 
pect” shows there will be a surplus. 

The committee said that if the re- 
view reveals “that only a small surplus 
in the cash budget can be expected in 
fiscal 1956-57 . . . no tax cut should be 
made unless there is a marked reversal 
of economic conditions which requires 
strong action to combat recession.” 

The committee said official estimates 
indicate a surplus of $4 to $4.5 billion 
in the cash budget for fiscal 1956, end- 
ing June 30. It pointed out, however, 
that uncertainties concerning next 
year’s revenues and expenditures will 
yet have to be clarified before the size 
of the fiscal 1957 cash surplus can be 


determined with any degree of accuracy. 

The Committee for Economic Devel- 
opment is a non-profit economic re- 
search and education organization com- 
posed of leading business men and men 
of learning in the economic fields which 
makes its opinions public periodically 
on national economic issues. 

The committee commented further, 
“When tax reduction becomes possible, 
whether in 1956, 1957 or a later date, 
the opportunity should be used to make 
a balanced move towards a better tax 
structure. In such a move priority 
should be given to a reduction of in- 
dividual income tax rates, especially 
those that are extremely high, but some 
reduction in the corporate profits tax, 
and also, if possible, in selective ex- 
cises, should be included.” 

This latest statement in the series on 
national policy was issued by the CED 
Research and Policy Committee. 





NSTA Files Brief Asking 
Rise in Air Luggage Limit 

Sr. Paut, Minn.—The National Shoe 
Travelers’ Association, in conjunction 
with the Bureau of Salesmen’s Na- 
tional Associations, through its Wash- 
ington counsel, Leonard Silverstein, has 
filed the following brief with the Civil 
Aeronautics Board in Washington: 

“It isn’t the fare, it’s the excess bag- 
bage cost which keeps traveling sales- 
men grounded. An increase in the al- 
lowable limit for luggage, including the 
sample garments, shoes and accessories 
which the commercial traveler takes 
along to show his customers, would in- 
duce many salesmen to fly instead of 
using other means of travel.” 

“Passenger-carrying capacity of air- 
lines has increased materially in recent 
years,” Mr. Silverstein said. “It now 
seems timely to increase the allowable 
limit of baggage coverage without bur- 
densome extra-fare charges.” 

Mr. Silverstein quoted CAB statis- 
tics to show that airlines have received 
a return of 10 per cent every year since 
1950, while unit costs have gone down 
and traffic has increased. He also cited 
a recent expense survey conducted by 
the Bureav’s research staff, which re- 
vealed that the average salesman pays 
almost 17 per cent of his commissions 
for transportation. 





Form Corporation to Sell 
Women’s Rainboots in U. S. 


New Yorx—The firm of Richard 
Gordon Corporation has been formed 
to act as sole U. S. selling agents for 
Rainjoys and Royal Rainjoys, a new 
line of women’s rainboots. 

Rainjoys are manufactured by Plasti- 
mold, Ine., of Middleport, N. Y., via 
the Porter Patented Process and will 
be distributed to retail from $1.98 to 
$2.98 in shoe stores, shoe departments, 
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shoe chains and notions departments 
all over the country. 

The complete line and merchandising 
plans are now being presented to the 
trade at the firm’s showrooms, Richard 
Gordon Corporation, 303 Fifth Avenue, 
New York City. 


Preliminary Figures Show 
Increase in Retail Shoe Sales 


WASHINGTON —In an advance an- 
nouncement the U. 8S. Department of 
Commerce recently released prelimi- 
nary figures from the forthcoming 
1954 Census of Business which shows 
that figures for all shoe stores in the 
country indicate that retail sales were 
$1,895,252 in 1954 compared with 
$1,460,608 in 1948, an increase of 29,8 
per cent. 

The advance figures represent 70 
kinds of retail business in the U. §&., 
including shoe stores. The more com- 
plete report, which will be available 
shortly, will present comparisons of 
retail sales in shoe stores for 1954 and 
1948 for each state and all standard 
metropolitan areas. 








April Leather Output Down 


New York—Leather production in 
April dropped in comparison with the 
previous month according to prelimi- 
nary estimates by the Tanners Coun- 
cil of America. 

In April the output of cattle hide 
and kip side leathers was 2,160,000 
hides and kips compared to the March 
output of 2,251,000. Sheep and lamb 
leather production in April was 2,275,- 
000 skins compared to 2,310,000 in the 
previous month. 

Coat and kid leather production was 
2,155,000 skins in April compared with 
2,235,000 in March. Calf and whole 
kip leather production was 759,000 
skins in April, a drop from the 819,000 
produced in March. 


Leather Industries Material 
Used in Nationwide Training 


New York — With leather looming 
big in their fall merchandising plans, 
an intensive program of sales staff 
education is being carried on by lead- 
ing department stores throughout the 
country with the aid of material sup- 
plied by Leather Industries of Amer- 
ica. 

Currently, 28 major stores are using 
“Leather In Your Life,” a 16mm sound 
film in full color, at sales training ses- 
sions. The film will be shown in at 
least two or three stores in widely sep- 
arated parts of the country every day 
during the next three months. With 
each shipment of the film to a store 
goes a set of special training kits pro- 
duced by LIA. 

Recently a detailed report on mer- 
chandising possibilities for leathers in 
shoes, handbags and accessories went 
from LIA to top management of all 
R. H. Macy stores throughout the coun- 
try for use in orientation of buyers and 
sales people. 

LIA representatives have also been 
featured speakers at special meetings 
held in New York City of the shoe and 
ready-to-wear buyers and merchandise 
managers of several large department 
store groups and many buying syndi- 
cates. 

As a further service to department 
stores who wish to promote leather this 
fall, a complete report on LIA’s fall 
advertising and promotions schedule, 
listing free point-of-sale material and 
other display pieces, has been sent to 
buying syndicates covering 300 large 
department stores from coast to coast. 





P. W. Minor Elections 


BATAVIA, N, Y.—Directors reelected 
at the stockholders’ and directors’ meet- 
ing of P, W. Minor & Sons, Inc., meet- 
ing were Henry H. Minor, Jr., John T. 
Minor and Leo J. Hart. New directors 
elected were Robert A. Joslin, Daniel 
S. Parker and Charles N. McCune. At 
the directors’ meeting, officers of the 
company elected were Henry H. Minor, 
Jr., president; Daniel S. Parker, vice- 
president; John T. Minor, vice-presi- 
dent in charge of sales and Leo J. 
Hart, secretary and treasurer. 





Rollman Disavows Any Tie 
With Selby Shoe Company 


WAYNESVILLE, N. C.—Heinz W. Roll- 
man, president of the Welico Shoe Cor- 
poration, in answer to a query from 
BOOT AND SHOE RECORDER, issued the 
following comment, 

“Il have never made a statement that 
1 would be associated in any way, shape 
or form, with Selby, but | did say that 
| know Sydney Albert and that | went 
to Portsmouth with him to discuss the 
Selby situation and look the matter over. 
I do not plan to have any connection of 
any kind with Selby Shoe Company.” 


Boot and Shoe Recorder 














save money here: 





CARRY-PACK 
HANDLES 
SEAL 
PACKAGES! 





July 1, 1956 





HANDLES 






eee eeeeeeeeee 






cuts wrapping 
time to 6 seconds 
and 

costs less than 2¢! 
(less than string) 





cuts 
delivery costs! 


a sealed 

bag or package 
discourages 
shoplifting ! 


... and best of all, there’s no investment 
in equipment, Carry-Pack loans dispensers 
at no charge! A FREE TRIAL will convince 
you. Use this handy coupon NOW! No 


obligation, of course, 


ae 


CARRY-PACK COMPANY, LTD. 
SCHILLER PARK, ILLINOIS BS-7 

CANADIAN LICENSEE: Top Paper Products Limited, Guelph, Ont 
Gentlemen: Please send me, for FREE 10 day trial; rolls of Carry-Pack 
handles, with dispenser, My color choice for handles is__._____.. 
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The 
Continental 
Look 
of fur 
at your feet... 
VINO 


Broad tai! 
by 
PADUA 


William Amer Company 
MILANO 
TITIAN 


Philadelphia 23 
PEWTER 
VENETIAN 
BLACK 





in the 
new fall 

Italian 
colours 
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\Witnivipeest) Newsreel 


The Official Outlook The retail footwear business in the final half of 1956 evidently will hold 
at only slightly less than the rate established in the first six months of 
the year, This is the official government forecast, based on careful studies 
of John Q. Public and how he'll dispose of his income in the six-month 
period starting July 1. 

The official outlook is for second-half retail footwear sales to be only 
slightly off from first-half volume, and probably not more than one per- 
centage point off from the same period of 1955, 

Factory production will most likely follow the same pattern, it is 
estimated in government circles. J. G. Schnitzer, the director of the 
Leather, Shoes and Allied Products Division of the Business and Defense 
Services Administration (U, S. Department of Commerce) estimates that 
production in the final six months of this year will ease off slightly from 
the high rate of output of the first six months, as well as from the last 
half of 1955, Total 1956 factory output probably will be only slightly 
under the 1955 total, and the decline, if any, won't be more than one per 
cent from the same period of 1955, he predicts. 

In reviewing the pattern of footwear production and sales during the 
first half of 1956, Mr. Schnitzer observes that first-half production was 
at record levels, and ran well ahead of retail sales. A lukewarm Eastern 
selling, coupled with unseasonable weather, slowed retail sales in many 
sections of the country during the spring. 


**Tremendous Giveaway” Trade association executives who pay close attention to the Washington 
scene are gravely concerned over the coming effects upon U, S, business 
of the tariff concessions granted by the State Department to foreign foot- 
wear producers, 

Some of these executives say grimly that the State Department con- 
cessions are so extreme as to pose great danger to U. S, producers and 
their employes, “The State Department negotiated a tremendous give- 
away,” one official says, 

Despite the “giveaway,” the State Department was not successful in 
obtaining anything resembling reciprocity with foreign governments, it is 
pointed out, Many European governments agreed to reduce their tariff 
rates, but these reductions are meaningless in many cases because the 
governments do not permit dollars to flow to the United States, 

Nearly all Western European governments have dollar restrictions in 
effect. By using these, they can block the expenditure of dollars for U, S, 
footwear or other U. S, products, regardless of whether their rates of 
duty are high, low, or nonexistent, 


A Business Breather Signs of a business “breather” are becoming more numerous, increasing 
the pressure for less restrictive government credit policies, 


Among the weak spots which the money managers are worried about 
are private home building, now running far behind last year; auto manu- 
facturing, lagging even more than expected; and appliances, which 
are feeling a strong pinch, 

Retail trade also is showing signs of leveling off at about two or three 
per cent below last year. 











SF TIEEITiRCtSIn Newsreel « «¢ ¢ (continued) 











Merger Notification Bill 


More Muscle Needed 


Flourishing Business 





Retail inventories began climbing this spring, and in April were up 
to $24.5 billion, a gain of $700 millon from the prevous month and $1 
billion in two months. A complicated government statistical process 
termed “seasonal adjustment” cancels most of the relative increases, but 
the fact remains that many shopkeepers are holding large stocks and the 
money managers are aware of it and slightly “disturbed.” 


Fact that the Eisenhower Administration is sharply divided over the 
merits—or lack of them—of the so-called “merger notification bill” has 
stalled the bill's progress to a standstill, But anti-merger congressmen are 
confident that a few persuasive words from Ike can easily jar the bill 
loose and send it speedily down the home stretch within the next week 
or two, 

Under the provisions of the bill (which has been approved by the 
House, and now is pending in the Senate), firms proposing to merge must 
give 90 days’ notice to the federal government before attempting to con- 
summate any proposed mergers. Upon receiving notice, the government 
would then seek to enjoin the proposed merger until it examined the 
proposal and gave a yes or no answer, 

President Eisenhower's business experts have been unable to agree 
among themselves as to whether or not such a law would produce a 
hardening of the arteries of normal business growth, 


President Eisenhower says he does not intend to stand idly by and let 
small business go down the drain, He tells his top White House advisers 
to get busy and extend a meaningful program of aid that will put more 
muscle into the economic life of the nation’s 4,000,000 smaller firms, 

Although the federal government has operated scores of so-called 
small business aid programs over the years, this is the first time the 
problem of how to keep small business healthy has come up for close 
inspection by any president and his official family, 

Ike picks Dr, Arthur F. Burns, chairman of his Council of Economie 
Advisers, to head up the new assistance program, Other members are 
the Secretaries of Defense, Commerce, and Labor; Dr, Arthur 8. Flem- 
ming, Director of Defense Mobilization; Small Business Administrator 
Wendell B, Barnes, and Housing Administrator Albert M, Cole. 

The new White House program is a direct reflection of the grave con- 
cern——both in and out of Washington—-over the continually declining 
fortunes of smaller firma, 

Despite the fact that nearly a score of government agencies are charged 
with the responsibility of keeping small business in blooming health, the 
cold fact of the matter is that many small firms are barely able to stay 
afloat-—let alone enjoy the radiant prosperity of some of the big brothers, 


Manufacturing concerns have the assets, the experience, and the public 
confidence that should insure a flourishing rate of business activity in 
the current year, new atatistica from the Federal Trade Commission 
indicate, 

During last year, reports the FTC, total assets of manufacturing cor: 
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with long part life, 








4 @ Tighter lasting . . . leas 
e a e re down-time — easier opera- 
me tion these are the im- 


provements United offers 
you in the new 

Staple Side Lasting Ma. 
: : i chine, Model D, It is 
THE NEW UNITED USL-D ideally auited to meet the 
demanda of modern Ameri- 
can shoe production, 

It produces a tight ataple seam, a sharply 
defined feather line and uniform, consistent 
ataple curvature, 














Improve The machine offera reliable, trouble-free 
e nie operation, The adjuatmenta require little at- 
Quality tention and part life ia long. Maintenance 
coata are cut and down-time is reduced, 
Reduce It ia easy to run and reduces operator 
@ Maintenance fatigue because of the improved action of 


the wiping and driving mechaniam, 
We believe these advantages warrant 
your interest and we urge you to 
(BAC write or call your local United office 


for more complete information, 


UNITED SHOR MACHINERY CORPORATION 
140 Federal Street + Boston, Massachusetts 
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“We were amazed at the response to our 
in Boot and Shoe Recorder, 


“And were impressed with the quality 
and credit rating of the accounts 
which answered it.” 


Says: 


William A. Blum 
Sales Manager 











SHOES FOR WOMEN 


Barclay Shoe Corp. 
Division of a. 
Orange Shoe Mfg. Co. ae | Pie erie 
Orange, Mass. 


at a price that's 
really “down under" 
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Division of Sample Room 
210 Lincoln Street 
Boston, Mass 


ORANGE SHOE 
Orange. Mass. 


May 15, 1956 


Mr. E. B- Terhune, Jr, Publisher 


Boot and Shoe Recordet 
Chestnut & Sé6th Streets 
Philadelphia 39, Pennsylvania 


Dear Mr. Terhune: 
the response 


be most interested in 
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4 122 replies ¢ this ad. 
the preponderance were 


to 180 pairs: Every 
Jit requirements an 


My father, , Blum, and | we 
to it, and were impressed with the 
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Talk Trade 








Ro.anp GAGNE, of the Gagne 
Shoe Shop, Woonsocket, R. L., says: 

“There are two definite trends in 
men’s shoes and they are giving us 
a good increase in business, The 
most important are the new styles 
and colors that make it possible for 





us to develop a style-consciousness 
among men and the opportunity to 
sell an extra pair to many custom. 
ers, These style shoes are easily sold 
to men up to the 35-40 age group 
but | have to work hard to sell them 
to those in the higher age brackets, 
But | believe that continued adver: 
tising and selling will make these 
new style lines more acceptable to 
the older group as the campaign 
goes on, I don’t know when any- 
thing has come along that has so 
opened up a practical opportunity 
to sell the extra pair, 

“The other trend is toward black 
shoes, We have never sold so many 
of these as in the past months, this 
being a trend brought on by the 
charcoal suite, Of course these 
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shoes, although black, have been 
very much improved in styling. 
“To cash in on these trends, | 
devote most of my men’s windows 
io new styles because men know | 


have the standbys.” 


Jack KOTZ of the Kotz Shoe 
Store in Chicago, says: 

“The shoe trade has failed to take 
advantage of the wonderful oppor: 
lunities presented through the medi: 
um of television, Other big indus. 
tries, notably the automobile manu- 
facturers, certainly recognize — its 





possibilities and use it to the ut- 
most, Ready-to-wear producers are 
also turning to it in inereasing 
amounts of time, 

“Television ia an excellent medi 
um to enlighten the public about 
shoes, There is so much to talk 
about, Customers could be made to 
realize that proper treatment of feet 
is a health measure; that buying 
shoes is not as simple as buying a 
shirt, tie or dreas, They should be 





told more about materials that go 
into shoes, more about the effects 
of wearing proper or improper 
shoes, They should be shown that 
shoes make them both look better 
and feel better and that having suf- 
ficient shoes is a pleasant and re: 


warding experience,” 







A 

ou 
tricks 
Manorir REICH of Halle Bros. 
in Cleveland, Ohio, says: 

“Fashion is fantastic and fabu- 
lous, but it is probaby more prac: 
tical than any of us who work in it, 
Because fashion is what we wear, 
when we wear it, why we wear it... . 

“Tt ian’t the fashion, it’s what we 
do with it that counts, There aren’t 
any new tricks to the trade, it’s do- 
ing the old ones superbly well that 
ia important, It’s taking all the 
usual, conventional sales promo. 
tional channels and funneling them 
into a smooth-running course, It's 
making everyone play a good game 
on the same team, It’s keeping our 
eyes open wide for ideas, selling 
those ideas to our resources, to our 
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organizations and then, more im- 
portantly, to our customers. 

“We retailers have many fashion 
faults. Perhaps our gravest one is 
our hate of repetition. We hesitate 
to stay with an idea, to promote it 
over and over again. And yet, isn’t 
that what retailers collectively do? 
By the time every store finishes its 
fall promotion of textured leathers, 
we'll have done a pretty good job of 
convincing American women of 
their importance. And perhaps it’s 
just as well that unknowingly we 
work together putting fashion ideas 
across. The better all stores pro- 
mote fashion, the more each indi- 
vidual store will benefit, because 


fashion moves with mass appeal.” 





J ames S. LEGG, sales manager of 
Heydays Shoes, Inc., St. Louis, Mo., 
suggests: 

“When you next have time to do 
some really good down to earth 
worrying and want the worrying 
time to produce dividends, include 
these: (a) What happened to the 
men’s shoe business? (b) Why are 
fabrics and plastics replacing so 
much leather? (c) Why does per 
capita consumption remain so in- 
excusably low? (d) Why is the 
white business so bad? Especially 
in medium to high prices? («) Why 
must some plants “go retail” in 
competition to their customers and 
even themselves at times—to hold 
their own? 

“Then ask yourself if—Correct- 
ing seasonal openings (merely tak- 
ing them back where they belong 
were before; Correcting the Shoe 
Show complications and Buying in 
keeping with sales made, rather 
than sales demands heard—would 
not result in mammoth improve- 
ments—TODAY, 

“We merely need to employ the 
same energy now spent seeking to 
make an antiquated and impossible 
system work, to rejuvenate and de- 
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velop that system. . . . All shoes are 
good today—but being good just 
isn’t enough any more. As one con- 
temporary put it: ‘What you have 
ain't so important. .. . It’s what you 
do with what you have.’” 





Ben GOLDSTEIN, administrative 
vice-president of Winkelman’s in 
Detroit, Mich., in discussing the 
basic functions of management, in- 
dicated : 

“Most important and most over- 
looked, is the need for training 
human leadership, 
which until recently has been almost 


executives in 


entirely lacking in most educational 
and training programs... . It is 
clear that the one outstanding skill 
or function of the successful execu- 
tive, without which he cannot oper- 
ate as a modern manager, is skill 
in human relations. The human 
relations idea is the thread that runs 
through all the processes of man- 
agement. Whether it is the manage- 
ment of people instead of things, 
whether it is managing something 
with which we are technically un- 
fomiliar or establishing systems, 





standards or appraisals, the human 
relations factor requires emphasis, 
We must devote to it the time and 
attention which in the past has been 
given to things and machines.” 


* * * 


Avvin B. FRIEDMAN, manager 
of The Bootery, Inc. in Washington, 
D. C., described an incident that 
occurred in his store recently. He 
said: 

“Melvin Benjamin of our store 
has been in the shoe business for 
over thirty years, In his many years 
of selling, he has handled many un- 
usual complaints. The other day 
one of his customers purchased a 
pair of sandals with as small a toe 





opening as possible, She returned 
the shoes with the complaint that 
when she wore them in the rain her 
toes got wet. She further main- 
tained that had they had a platform 
sole it would have prevented this 


When Mr, Benjamin 


happening. 


suggested that she wear overshoes 
her reply was; ‘I can’t stand them,’ 
“What would you do?” 
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Above; Wrought iron furniture is casually arranged to provide bound- 
ary-less departments, The children’s section is suggested by a mural. 


Prettiest 
Nhoe Store 
In the 

Valley... 


Loyal Texans Like the Unusual Notes Pro- 
vided by Tree-Stump Display Stands, Re- 
gional Foilage and Cactus Planters. 
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“Prettiest shoe store in the Valley”... that’s what people 
down along the Rio Grande are saying about Lee's Style 
Shop, a family shoe store in Harlingen, Texas, The store 
is drawing customers from throughout the rich citrus 
growing Rio Grande Valley, appealing to local inhabitants 
because of its loyal Texas decor, 

Designed with spacious display windows, the shop has 
an all-glass front which provides a full inside view from 
the sidewalk, The feeling of spaciousness which glass 
affords is further achieved through the use of glass bars and 
shelves for the hosiery and handbag bar located right in 
side the entrance way, Wrought iron furniture appropriate 
ly upholstered in rugged fabrics is casually arranged to 
provide boundary-less departments for men, women and 
children, The children’s section is suggested by a mural 
depicting a circus near the rear of the store, 

The unusual notes providing the Texas decor are tree 
stump display stands for shoes and recessed plantings of 
regional foilage, the bede bordered with brick and backed 
with wood paneling, Wrought iron bucket stands, planted 
with cactus, add interest, 

Operator of the shop is Lee Brown, who entered the retail 
field after 18 years with the General Shoe Corporation, 
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Fall Footwear With 


“lr isn’t the fashion, it’s what we do with it that counts!” 
These are words spoken by Miss Marjorie Reich, director 
of fashion for Halle Brothers of Cleveland, at a recent 
meeting of Shoe Women Executives. 

As Miss Reich pointed out, fashion promotion, effec- 
tively executed, can make a woman wear her dresses 14 
inches from the ground one season, make her drop them 
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.+» THE MIDAS TOUCH 


MIDAS PASSED BY and gently touched 
these shoes with gold. At left, Deb's cob. \ 
ble calf suit pump on a bobbed heel fea- 
tures a perfed motif with gold underlay, 
At right, delicate gold threads trace a 
leaflike pattern on the vamp of a 21/86 
suede afternoon pump by Paradise. 


-«+ THE LOOK OF FUR 


FRANKLY LUXURIOUS, are the new 
textured leathers resembling fur, Black 
Broadtail is used by Rhythm Step (left) 
for an Adine pump with ruler-straight 
sidelines, Brushed yearling is the plush 
basis for Valley's V-line pump, the throat. 
line filled-in with calfskin srippings. 
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to her ankles the next. It can woo her to the slim skirt 
or the full one bolstered by crinoline. It can make her 
yearn for black patent or red suede footwear, just by 
trying. 

Fashion CAN do this, BUT, one advertisement won’t 
accomplish it. It takes several advertisements, appro- 
priate windows, good interdepartmental displays, effective 
selling by well-informed sales personnel, a publicity story 
or two . . . THEN the idea begins to catch on. To 
merely “register” an idea with the consumer . . . to beat 
competition to that registration is not enough... a 
fashion idea must be promoted over and over again to 
achieve sales results, 

What footwear promotion is right for one store is not 
necessarily another store’s meat. Each buyer governs his 


-«- STEPPING IN 
“HIGH SOCIETY” 


AN UPSURGE IN FORMAL DRESSING 
heralds the return of the traditional gold 
shoe ... and much more, A “100 Carat 
Diamond” sparkles on the vamp of 
DeLiso Deb's muleback of silver sequined 
lace. The Tiffany look is seen in the “dia- 
mond” studded heel of a white brocade 
and vinyl sandal by Delmanette, Note the 
vinyl post supporting the inside strap. 
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Promotional Merit... 


Select Ideas from This Page, or Establish Your 
Own, You'll Find, After All, It’s Not So Much 
What You Promote, as How That Brings Results. 


purchases by his own store’s fashion philosophy .. . a 
policy based upon the type of customers the business 
operates to serve, But, regardless of price . . . regardless 
of whether or not a store stands as a volume or high 
fashion operation, there is a fashion promotion, or two, 
or even three that each store should put across to its 
customers this fall. The story is to be found in the shoe 
boxes soon to be delivered to your stockrooms, Look over 
your order sheets, and see if what you’ve bought won’t 
fit into one or more of the promotional ideas illustrated 
or listed on these pages. 

Assuming you accept one of these ideas, or that you 
establish another promotional theme of your own, be sure 
to employ these tools in putting your idea across: 





“ee TAUPE \ 
THE MUTED NEUTRAL - “7 


TWO TEXTURES, ONE TONALITY ... To X)~ J 
tell this story in the most fashionable way, pro- j 
mote taupe, Taupe Corkette takes a tip and fox 
of Fieldstone calf for a ghilly tied pump on a 
stacked heel. By Barefoot-Originals, At left, 
Johansen combines Verona suede with Black 
Coffee off-side instep strap ending in fringe. 
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by GERALDINE EPP 


First and foremost, as Miss Reich emphasized in her 
talk, promote your ideas to the sales people. “In the final 
analysis,” this Cleveland fashion authority said, “sales 
people are the buyers, the manufacturer, the leather stylist, 


the shoe editor, the fashion director . . . all of these to 


customers,” They must know what makes a brand of 
shoes distinctive, why their store carries that brand in 
preference to another, They must know the season’s im- 
portant fashion stories so that they can suggest intelli- 
gently the right shoe to your customers, They must be 
taught to be enthusiastic over the news in shoes because 

it is the news that makes them money. 
Having sold the store organization and sales personnel 
(TURN TO PAGE 66, PLEASE) 


--. THE YEAR OF THE HEE 


SPIN THE WHEEL OF FORTUNE in your 

volume’s favor by promoting heels . . . stacked, 

“Cut Glass,” squared, decorated, filigree and 

“diamond” studded gold metal, to list but a few 
of the exciting types available. 
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Prruars one of the most striking facts to emerge 
from the nationwide survey of shoe travelers, which is 
the basis for this series of articles, is that shoe salesmen 
not only like their work, but like the companies for 
which they work. There are several proofs that this 
positive approach by shoe salesmen to their jobs and 
their companies is both widespread and vigorous. 

In the preceding article revealing the likes and dis- 
likes of shoe travelers regarding their work, it was 
noted that far more men registered likes than did dis- 
likes. Additionally, on the whole, the men indicated by 
their votes that they liked more things about their jobs 
than they found things to dislike. Finally, not only did 
many men add such comments as, “I like everything 
about my job,” but an even more substantial number 
voiced such sentiments as, “There is nothing I dislike 
about my job.” 

Obviously, there is a correlation between liking one’s 
job and liking one’s company. At 
travelers there is. 

Question No, 19 in the questionnaire asked; “What 
do you like best about the factory (or wholesaler) 
you represent?” Question No, 20 asked; “What do you 
dislike most about the factory or wholesaler you repre: 
sent?” 

Examining the over-all response to both questions, it 
io readily apparent more men like more things about 
their companies than there are men who dislike any- 
thing about their companies, In all, there were 2,621 
votes for “likes” against only 683 votes for “dislikes” 

almost four times as many! Moreover, 440 of the 
men who answered Question No. 19 specified what they 
liked in order of preference—1, 2, 3, etc. On the other 
hand, only 239 men feel their dislikes keenly enough to 
enumerate them 1, 2, 3, 


least for shoe 





The Shoe Traveler 


PART Ill 


A Study in Print About Who He Is, What He Thinks, 
His Problems and His Future. 


by STANLEY MOSS 


Finally, written-in comments on both questions are 
an excellent index to the healthy attitudes most shoe 
travelers have regarding their companies, “Best in 
field.” “Finest people to work for.” “I like every- 
thing about my company.” These are typical volun- 
tary remarks in connection with Question No, 19, 

Similarly, typical written-in comments regarding 
(Juestion No, 20 are: “I dislike nothing about my com- 
pany,” “None of these apply to my company.” 

To be sure, not all shoe travelers feel this way. 
There are some men who dislike some things about 
their companies. They constitute a fairly representa- 
tive group. But more about this aspect later, 

What do shoe travelers like best about their com- 
panies? The answer, as revealed by the survey, may 
come a8 a surprise to those cynics in the industry who 
feel that salesmen do not understand nor appreciate 
the manufacturer's efforts to produce the best mer- 
chandise possible, 

Ranking in a tie for first place in total votes as to 
what shoe travelers like best about the companies they 
represent, are “Give good value” and “Well-made 
shoes.” Each received 16 per cent of the total vote, 
Third, with 15 per cent of the total vote, was: “Good 
service.” Fourth, with 14 per cent of the vote, was: 
“Good style sense,” 

Thus, the four possible choices that reflect the com- 
pany’s work in manufacturing shoes received 61 per 
cent of the total vote, 

Tied for fifth in total votes were: “I earn good 
money” and “Makes me feel I belong.” Each received 
1144 per cent of all votes, Rated last, and by an iden- 
tical eight per cent of the votes, were: “Understands 
my problems” and “Understands retailers’ problems,” 
Here, it would seem, is an area of manufacturer rela- 
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tionships with both salesmen and retailers which 
needs exploring. 

In first-choice votes, however, the likes of salesmen 
differ somewhat from the over-all vote. “Well-made 
shoes” rated tops in all first-choice votes with a hefty 
32 per cent. Second, with 18 per cent was “Give good 
value.” In third, with 16 per cent of the vote, was 
“Makes me feel I belong,” although this rated in a 
fifth-place tie in total voting. “I earn good money” 
was fourth in first-choice votes, just a few votes ahead 
of “Good style sense.” “Good service,” which rated 
third in total votes, was a poor sixth in first-choice 
votes, “Understands my problems” and “Understands 
retailers’ problems” received few first-choice votes, 
when the men registered their company likes in order 
of preference, 

Responses to Question No, 20—inquiring about what 
the men disliked most about the companies they repre- 
sent—established that shoe travelers, on the whole, have 
three major dislikes, 

“Commission rate too low” received 28 per cent of 
all votes. “Ignores special needs of my area” received 
22 per cent of all votes. “Poor service to retailers” re- 
ceived 18 per cent of all votes, These three reasons 
ranked in the same order in first-choice votes, except 
that “Commission rate too low” was voted first a whop- 
ping 46 per cent of the time, while the other two re- 
ceived 23 per cent and 20 per cent of first-choice selec- 
tions, respectively, 

As stated previously, although the overwhelming 
number of shoe travelers find far more reasons to like 
their work and their companies than otherwise, several 
dislikes loom large in the minds of a fair percentage of 
them. In addition to the actual voting on possible rea- 
sons given in the questionnaire, written-in comments 
reveal such problems as: “Traveling expenses increased 
out of proportion to earnings increase,” “Don’t answer 
customers’ letters,” “No retirement or pension plan.” 

In still another area of what shoe travelers think, the 
survey sought to learn what salesmen think about the 
average retailer's knowledge of his business, as well as 
what they think about each other, 

When asked, “Do you think most retailers know their 
business?” 68 per cent of those who answered said 
“Yes.” However, a surprising number of men did not 
answer this question at all, presumably indicating an 
indecisive attitude, 


Wuie Question No, 1O0—"“Do you think most shoe 
travelers know their business?”—received a 72 per 
cent “Yes” response from those who anawered the 
question, again, as in the previous question, about the 
same number of men failed to give any answer, 
Beyond any doubt, the survey establishes that most 
shoe travelers feel and express strong positive attitudes 
toward their work and their employers, There are prob- 
lems, of course, But, for the most part, theae narrow 
down to rate of commissions paid, special needs of 


duly 1, 1966 


—Portrait of a Shoe Traveler— 


He likes his work and the company he works for. 


Well-made shoes come first with him and giving 
good values rates high. 


A feeling of belonging is important to him, 
He thinks his commission is too low. 


Both retailers and shoe travelers seem to him 
to know their jobs pretty well. 








STANLEY MOSS 


This is the third in a series of five articles based on the first 
questionnaire-survey ever made of the shoe traveler, The 
survey was originated, and the articles written, by Stanley 
Moss, formerly vice-president in charge of sales and adver 
tising for Husseo Shoe Co, and now West Coast representa 
tive for Northeast Shoe Co, and Cumberland Shoe Co, 


different areas in regard to shoe styling, and service to 
retailers, In connection with the latter, it should be 
noted that “Good service” to retailers ranked relatively 
high among the “likes.” Actually, it is not contradic: 
tory to find “Poor service to retailers” rating high 
among the “dislikes,” but rather a reflection of differ- 
ences among factories, 

Next in this series of articles will reveal what the 
survey disclosed about shoe travelers’ attitudes toward 
their linea, and what they think about how their com- 
panies meet the problems of retailers, in addition to 
disclosing the way in which they participate in the task 
of helping their factories improve their product and 
retailer relationships, 











Children Are People... 


q GOT awfully tired of trying to squeeze a size seven 
foot into a size five shoe.” That's the reason Harry 
Gluckman, owner of the Children’s Booteries in Los 
Angeles, gives for his switch from general shoe mer- 
chandising to the children’s specialty line. “It seemed 
to me that there was a big job to be done with the 
proper fitting of children’s shoes,” he adds, “so back 
in the late 30's I turned to the younger element exclu- 
sively. And I’ve never regretted it.” 


Gluckman, short, be-spectacled, gray-haired and 
trimly built, is one of the most successful specialists in 
the Los Angeles area. He has seven stores in his chain, 
all located in the most prosperous upper-middle class 
areas, Beverly Hills, Studio City, Santa Monica, West- 
wood—the smartest shopping areas are his locations. 
Starting in the shoe business in the early part of this 
century, he has devoted a lifetime to the industry and 
knows it as few men do, 

He believes in promotional merchandising, aimed 
directly at the kids, Their mothers are swayed by con 
siderations of fit, quality, and style, but the small fry 
who ask to be taken to his place have to be appealed 
to also, 

Gluckman does this in two ways: first, by direct 
methods and second, by a carefully nurtured psycholog 
ical approach on the part of his employes, 

The direct methods consist of mailings and give 
aways. Livery new customer is entered in the files and 
a note of his or her birthday is made, When the day 
comes around, a decorated card is sent wishing the 
child the best and telling him to drop into the store 
because there is a small gift for him, When a pur- 
chase is made a gift is also given; a small harmonica, 
a toy, a cutout puzzle, None of these represent a big 
outlay but the small fry love them and become ardent 


fans of the place, 














They Respond More Quickly Than Their Elders to the 
Personal Touch, Says Successful Los Angeles Retailer. 


The stores are decorated in gay circus motifs and the 
usual run of hobby horses and other toys is provided 
for the children while they wait. In certain locations 
Gluckman has added other conveniences, too—the 
Beverly Hills store boasts its own Children’s Barber 
Shop, complete with a colorful striped pole alongside 
the door leading into it, 

So successful is his appeal to young people that he 


has had to adopt a customer numbering service, with 


















Gluckman’s store fronts are in keeping with the 
rest of the fronts along the street, Here on 
Cation Drive in Beverly Hills, the movie stars’ 
youngsters come in regularly for their shoes. 


Above, left: in addition to other attractions 
Children's Booteries provide hobby horses and 
other toys, Children soon become ardent fans, 


Above; so successful are the Children’s Boot. 
eries that a customer numbering ayatem is used, 
While waiting, the children have plenty to do. 


Left; Mr. Gluckman looks on as a salesman fits 
a pair of Italian influenced black shoes, In spite 
of the hole in his sock, this young man was 

definitely style conscious, 





patrons taking a number from a hook and being called 
in turn for fittings, It’s really a volume operation when 
customers have to wait in line, as they do in his places 
most days of the week, 

The Gluckman psychological approach consists in a 
careful indoctrination of each new employe with the 
idea that children are people and should be treated as 


such, Most floor men learn the names of each youngster 
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Record Shoe Sales for 





PETER B. B. ANDREWS 


Supervising Economist 
Future Sales Ratings 


Peter B. B. Andrews seeks the 
opinions of 300 key men in govern- 
ment, industry and the universities 
before predicting the near-term and 
long-term outlook in 111 industries, 
representing all the leading industries 
of the United States. He has been 
contributing economic forecasts to 
Sales Management since 1934, with 
an outstanding record of accuracy, 
and since that time has been Sales 
Management’s consulting economist. 
He has done special marketing stud- 
ies for some 70 of the country's lead- 
ing publishers and marketing projects 
for some of the nation’s top industrial 
enterprises. He joined Hearst Maga- 
zines, New York, as economist in 
1945, and also has served as consult- 
ing economist and research director 
of the National Distribution Council 
of the Department of Commerce, as 
well as consulting economist to the 
National Production Authority. He 
went to Washington in 194] as in- 
dustrial economic adviser for General 
William S. Knudsen, director of the 
Office of Production Management, 
and served on the War Production 
Board from 1941 to 1945. In 1945 he 
received a presidential citation for 
World War Il emergency research 
work in American industries. 
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Reva sales of shoes in the second 
half of 1956 are likely to surpass all 
previous records for the second six 
months of any year. A gain of about 
three per cent over the second half of 
1955 is anticipated by the Board of 
Analysts of Future Sales Ratings. The 
second half of 1955, in turn, was the 
biggest such period in the history of 
the shoe industry. 

This board comprises over 300 
economists and marketing men, both 
in government and private industry, 
and its future-sales-ratings for the 100 
leading industries of the United States, 
including shoes, are made quarterly, 
with the complete list published in 
Sales Management. 

The board’s consensus indicates that 





by PETER B. B. ANDREWS 


during the first half of this year pro- 
duction of shoes was at a higher rate 
than the consumer take, so that a small 
but increasing inventory has resulted. 
Although higher’ prices were consid- 
ered somewhat of an influence, the 
board felt, rather, that almost the en- 
tire situation is due to the weather 
conditions which were not favorable 
for pre-Easter sales, good Easter vol- 
ume, or post-Easter activity. 

It had been expected in the trade 
that an early Easter would make for a 
much longer spring selling season. 
However, the lateness of spring in 
most sections of the country upset early 
forecasts and generally made the re- 
tailer quite conservative in advance 
purchasing. 
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Second Half of 1956... 


Future Sales Ratings Board 
Expects 3% Gain Over Record Breaking 1955 Period 


A shrinkage of about five to seven 
per cent is anticipated by the board in 
shoe production for the final six 
months of this year, as compared with 
the similar period of 1955. For the 
full year, however, it is expected that 
total shoe production will be around 
570,000,000 pairs, or very little change 
from the 1955 totals. 

Retail-wise, the board feels that once 
the weather breaks favorably — and 
provided that neither manufacturers 
nor retailers take a defeatist attitude 
toward the potential—a substantial up- 
trend will get under way, with gains 
of about three per cent likely even over 
the boom sales of the second half of 
1955. Much faith is placed in the 
characteristic recognition by the shoe 
industry of the need for heavy pro- 
motion and selling to move the goods, 
New records are considered inevitable 
if such promotion is increased in line 
with the potentials. 

Actually, the potentials have never 
been greater, with population at a 
peak, disposable income at a_ peak, 
retail outlets increasing particularly in 
the dynamic development of suburban 
shopping centers throughout the coun- 
try, and varieties of available shoes at 
an acme of style and attractiveness, 
Developments in shoe fashions have 
outdistanced the remainder of the 
fashion world, yet in no sense of the 
word are they considered extreme 
enough to bring any rejection senti- 
ment by the public, 

The expansion of retail outlets is 
emphasized by the board as one of the 
highly constructive factors, This 
especially true of shoe chains, and it is 
believed the trend will, if anything, 
intensify, particularly since a further 
great expansion of suburban shopping 
centers is likely. 


is 


Prices are believed to be stabilizing 
at a level of general acceptance by the 
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public. Rising leather costs, of course, 
have put upward pressure on prices, 
but the board believes that the price 
level will hold approximately at cur- 
rent levels, barring any large ad- 
vances in wage operating costs. 

The accompanying table gives sig- 
nificant perspective on the second half 


Indicators of Prosperity 


potential by showing the monthly sales 
percentage for each year of several 
years past. The second half is almost 
uniformly the best period of the year. 
It is notable, in connection with the 
coming half of 1956 that an unusually 
heavy proportion of total sales for the 

(TURN TO PAGE 67, PLEASE) 
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Boot and Shoe Recorder’s RETAILERS PANEL 





WhatThey think About: 





Average Shoe Store Rise in Operating Costs, 1950 to 1955 
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Tue great majority of the nation’s shoe retailers are 
feeling the pinch of creeping costs—and are expressing 
concern as to how to combat the problem, This was 
revealed by the Boot and Shoe Recorder's Shoe Re- 
tailers Panel. The topic, shoe store operating costs, 
proved of intense interest to most of the Panel members 
because of the increasing seriousness of the problem. 
Here, summarized, were the key findings: 

1) Over the past five years, operating costs for the 
average retail shoe store have risen 24 per cent. 

2) To combat these rising costs, most retailers have 
taken one of two steps, or both: Trimmed costs where- 
ever possible, and tried to increase volume and turnover. 

3) Between 1950 and 1955 the majority of retailers 
have raised prices—a rise averaging nearly 22 per cent. 

4) In this five-year period, a little more than half 
of the retailers have boosted their markup—an average 
of about two per cent, 

5) Most retailers keep no particular records which 
give them an accurate insight into the direct selling 
costs per pair of shoes; that is, the “productivity” 
level of their stores and salespeople, thus enabling them 
to ascertain what progress they’re making in their 
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efforts to increase their selling efficiency. 

6) Despite all the possible approaches to combatting 
the problem of rising costs, a large share of the retailers 
feel that the answer is in the most direct and obvious 
route; increased markups. 

Following is the question-and-answer breakdown of 
this month’s Panel topic as viewed by the retailer 
panelists : 

Question 1; What percentage of your retail sales were 
represented by the following items in 1950 and in 1955: 
payroll; rent; heat, light and phone; insurance; ad- 
vertising; freight or express charges; taxes and interest; 
bad debts; miscellaneous. 

The replies: the average total of increase of all these 
items amounts to 24 per cent. A tiny minority reported 
slight decreases in some items. Average increases in 
the three major cost items were reported as follows: 
payroll, 23.2 per cent; rent, 26.5 per cent; advertising, 
13.6 per cent. In the less important cost items, however, 
the increases averaged at much higher levels. For 
example, freight, express and parcel post charges 
showed an average rise of 55 per cent; heat, light and 
phone costs up an average of 37 per cent; insurance 
costs up an average of 85 per cent. 

Question 2: Describe briefly what steps, if any, other 
than raising prices, you have taken during the 1950-55 
period to keep expenses or operating costs from getting 
out of hand. 

A wide variety of answers was given, Most, however, 
fell into a limited group of basic classifications. Most 
popular was the policy of increasing sales volume, 
Various procedures were used in accomplishing this 
objective—opening additional stores or expanding pre- 
sent store space; concentrating on best-selling lines 
or items for higher turnover; more effective advertis- 
ing; etc. Other popular efforts to control rising costs 
consisted of cutting down on sales help in slow periods; 
eliminating the less productive salespeople to give better 
earning opportunities to the better producers; providing 
more incentives for salespeople; shorter hours of work, 
thus cutting sales costs; more effort in sales training 
to raise selling productivity; careful scrutiny of the 
small, day-to-day expenses for more efficient cost- 
trimming. 

Many retailers expressed varying frustrations in their 
efforts to hold or cut operating costs, One described it 
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What to do in the face of rising costs? There is no easy answer but the Retailers 
Panel discusses in detail the problem and its possible solutions. 


Store Operating Costs... 


aptly: “It’s like squeezing an inflated balloon. You 
narrow it down at one point, only to see it swell out 
at another.” 

Question 3: From 1950 to 1955, did you raise your 
prices? If so, by what percent? 

The replies: 83 per cent raised their prices during 
this period, while 17 per cent didn’t. Among those who 
raised prices, the increases averaged a total of 21.5 per 
cent. Most had several smaller rises amounting to about 
five-six per cent each time. 

Question 4: From 1950 to 1955, did you raise your 
markup? If so, by what per cent? 

The replies: 55 per cent have raised their markup, 
while 45 per cent have not. Of those who have, the rise 
has amounted to only two per cent average. This sug- 
gests a curious irony. While most retailers have been 
pleading the need for a higher level of markup, only 
half of the retailers have taken the initiative to actually 
boost their markup level, And in most instances the 
amount of markup has been very small. 


Shoe Retail “Productivity” 

Productivity can be termed an “efficiency measure- 
ment” gauge based on worker or plant output per man- 
hour. It is commonly used in industry, is now being 
used more and more in retailing. Incidentally, of all 
branches of industry and commerce, retailing is found 
to have the lowest and slowest productivity rise of all. 
In the final analysis, measurement of retailing pro- 
ductivity resolves into cost control, Our present Panel 
study, along with other investigations, reveals that 
very, very few shoe retailers employ “productivity 
measurements” for their salespeople or their stores, 
It boils down to a deceptively simple question; What is 
your direct selling cost per pair of shoes? That is, what 
is the direct selling cost per salesperson, or for your 
store? Following are the “productivity questions” asked 
and their replies from our Retailers Panel, 

Question 5: Do you keep a record of the traffic enter- 
ing your store daily or weekly? If yes, then what per- 
centage of this total store traffic is sold merchandise? 

The replies: 90 per cent of retail shoe stores don’t 
keep such a count, while 10 per cent maintain some 
sort of record on this, 

The small “yes” group that keeps a count showed 
a wide variation in the percentage of their store traffic 
that is actually sold merchandise, This varies from a 
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low of 60 per cent to a high of 95 per cent, 

This is a vital measurement or gauge of selling 
effectiveness. It is one thing to draw traffic, and another 
to sell merchandise to those prospective customers. A 
store selling only 60 per cent of its store traflic is 
obviously lower in sales efficiency than one selling 90 
per cent of its traffic. Again, when a store or sales 
force makes an effort to increase selling efficiency, it 


needs a base of measurement, a “selling efficiency 
gauge,” to start with so that it can determine if its 
increased efforts have resulted in improvement—such 
as moving up from a 70 per cent selling efficiency to an 


‘ 


85 per cent level, For the shoe store, it replaces “guessti- 
mating” with accurate measurement. 

Question 6: You know the wages and commissions 
paid each of your salespeople. You also know the 
average pairs of shoes weekly, in total and for each 
salesman, What, then, is your salesmen’s average wage- 
and-commission percentage per pair of shoes sold? In 
short, what is the direct selling cost per pair of shoes? 

The replies: the average direct selling cost per pair 
of shoes in shoe stores amounts to 11.3 per cent. It 
runs from a low of eight per cent to a high of 20 per 
cent, but with most of the retailers falling into the 

[TURN TO PAGE 64, PLEASE] 


What Is Direct Retail Selling Cost Per Pair of Shoes? 


Aver 1.3% 
te ———— — - 20 *. 
low ecm eee =o 


What % of Customers Buy Extra Pairs? 
Average nee = . 10% 


High = ~— a N 
lew — - a os 3% 


What % of Shoe Customers Buy Additional Merchandise? 


Average eames 
High ne eee eee 


lew —_ 9% 


Do Retailers Keep A Check On 
Average Selling Time Per Customer? 


You o% als 


Ne vim 


Aver time spent 
15-20 minutes 





Do Retailers Keep A Check On No-Sale Customer Walkouts? 


Yes ea, ra 
Ne 7a%e 














45 








SUPERGRIP 


Sets the Pace 
for Good Bonding 


In hundreds of factories, Supergrip is setting the standard for a quality, 
reliable product. And the number of users is increasing steadily as more and 
more factories find out that Supergrip offers more. 


For example, top grade materials and blending methods provide bond 
strengths that take a big worry out of cement shoemaking. 


Add to this the extra mileage Supergrip gives, the cement know-how 
that stands behind every 
gallon of Supergrip 
and it’s easy to see 
why Supergrip is the 
shoe industry’s num- 
ber one name in sole at- 


taching cements. 


If you want to be sure you're getting 
the beet value for your cement dollar 
call your nearest United branch office. 
We’ll help you select the right cement for 
your methods and materials and arrange 
a demonstration. 


SUPERGRIP cements 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS, 
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Inside Shoe Business 





by Bill Rossi 
Field Editor 


ne Billion Customers a Year 


That's the amazing figure of shoe store “traffic.” A wonderful 
opportunity for a public relations job via “informative selling.” 





Tue total U. S. population today is 167 million. But each 
year one billion people go into shoe stores to be served. 
That figure may startle the majority of shoemen. But it’s 
reckoned this way, Some 570 million pairs are purchased 
at retail—indicating pretty near that number of direct 
customers in shoe stores. Then there’s a large number of 
“shopping” customers going from store to store to find 
what they want. There are the return calls made after 
purchases—to change a size, or have a shoe stretched. 
There are calls for non-footwear purchases such as hose, 
foot-aids, findings. It all adds up to one billion cus- 
tomers, 


Now, is retail shoe business making the most of this 
stupendous opportunity? We mean opportunity for 
more selling; to do an educational and public rela- 
tions job for the store and for shoe business as a whole. 
Out in the field, in talking with hundreds of shoe retailers 
and manufacturers, we hear constant talk of the need to 
“educate” the public regarding the exceptional values in 
footwear so that shoes and shoe business can be better 
“appreciated,” 

But let’s face it. Nobody's going to appreciate anything 
until the proper impression is made on them, And in the 
particular case of shoes, who, if not shoemen themselves, 
is going to do this “educational” job? 

All consumer buying is motivated by a state of mind 
created by the seller. The seller shows or advertises the 
product, describes its special features, explains its values, 
all of which is designed to create a desire to buy. Thus, 
all buying action is preceded by information or persuasive 
“reasons why” for the purchase. 

This may be summed up as a powerful new weapon in the 
modern retailer's selling arsenal: Jnformative selling. 


What is “informative selling" as applied to these 


one billion shoe store customers? Just this. Con- 
sumer education or public relations is simply a matter of 
doing certain things to make people think and move in 
the direction you want them to, In fancier language it's 
called “sales motivation”—creating a consumer state of 
mind that leads to buying action desired by the seller. 
But it starts with informational services for the customer, 
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Here are some examples applicable to shoe stores: 

@ Fashion information. There's lots of talk in shoe busi- 
ness about footwear-apparel fashion coordination, yet, the 
shoe is usually sold as an isolated rather than a coordi- 
nated item. However, information on fashion coordination 
does lead to extra-pairage sales. 

@ Foot health information. Nobody is more foot-conscious 
than at the time of buying a pair of shoes. Information 
dealing with foot health or foot care should be part of the 
fitting procedure. This educational service impresses the 
customer with the salesman’s and the store’s conscientious 
attention to the customer’s welfare. 

@ Shoe construction. By the time the average person is 35 
years of age he’s bought and worn about 120 pairs of foot- 
wear. Yet the great majority have in that time learned 
almost nothing about the makeup of a shoe—its construc- 
tion and its component parts. Information would do much 
to give a greater appreciation of the inherent values of 
his shoes. 

@ Materials. A shoe is more than “a fine piece of leather,” 
It’s a certain kind of leather, each kind with its own inter- 
esting properties and romance, Conveying such informa- 
tion again increases consumer appreciation of shoe values. 
Designing and styling. A tremendous expenditure of 
creative talent goes into shoe styles—art translated into 
a practical object of good fit, comfort, service, beauty. 
Why let the customer take all this for granted? 


Now, there are three kinds of people: those who don’t 
do enough; those who do just enough; and those 
who do more than enough. The first lose their jobs; the 
second hold their jobs; the third get promoted, 

This also applies to running a shoe business, or any busi- 
ness, today. Those who provide the extra services as 
illustrated through “informative selling” will.earn the 
rewards of customer appreciation of the product and 
loyalty to the store, 

With an “audience” of one billion customers, the poten- 
tials stemming from such educational efforts are, for the 
individual store and for the industry as a whole, enormous, 
We can come closer to achieving the industry ideal of 
“public appreciation of shoe values.”” What's more, it can 
help sell a lot more shoes, 
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the greatest yet! 
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| Here is the most powerful advertising program 
in all cowboy boot history! It is unprecedented 
in its far-reaching coverage from coast to coast 
| and in the tremendous impact it has wherever 
| Acme Cowboy Boots are sold! 
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NATIONAL MAGAZINES .. . to give your store the prestige of 
nationally advertised Cowboy Boots 


Ee aan rene Full page in full color 
SATURDAY EVENING POST........ .Full page in full color 
PARENTS’ MAGAZINE.......... Parents’ Seal awarded to 

Acme Cowboy Boots 
TODAY'S HEALTH............ Published by the American 


Medical Association 
Total magazine readership 30,669,542 


Sa a a Bie et Se ahs eae 


421 NEWSPAPERS 


A coast-to-coast advertising campaign to bring a 
sales wallop in your own home town ... right in your 
own store! 


Here's a tremendous national advertising campaign, with 
all the intensive circulation coverage of local newspapers. 


Acme pays for this national newspaper advertising sched- 
ule. But, you'll find it profitable to tie-in with ads of your 


own, 
Stipes pasre.3 ode! aan LOT geese Tae ges ee ae ee 
ic ae ayn as . ee : 


DEALER ADVERTISING 


Identify your store with the world’s most popular cowboy 
boots! Use these FREE market-tested advertising helps: <~ ~ 


* TELEVISION OPAQUES * RADIO ANNOUNCEMENTS 
* NEWSPAPER MATS * WINDOW DISPLAYS 


Total newspaper readership 84,072,983 
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WALLACE E. BRIMER 


One of the oldest names in the foot- 
wear industry is that of the Tyer Rub- 
ber Company of Andover, Mass., 
makers of rubber and canvas footwear, 
a name which goes back to 1856. In 
that year, Henry George Tyer and 
George Boyce organized the company 
to make a new kind of overshoe, the 
“Compo,” in which the upper and sole 
were fastened together by rubber ce- 
ment. The process was Tyer’s inven- 
tion. Other inventions to his credit are 
white rubber and an elasticized fabric 
which was used in making the gaiters 
that became famous in the 1870's and 
80's as “Congressonal” gaiters because 
they were so popular with congress- 
men, 

Tyer, an Englishman who came to 
this country in 1841, continued as the 
company’s president until his death in 
1882. When Tyer and Boyce started 
their plant, they had six employes, 
Two years later, with 25 men and 75 
women, they were producing 500 pairs 
of “Compo” overshoes a day and were 
waiting for machinery that would en- 
able them to produce L000 pairs daily, 
In those days shoes were still being 
made by hand; this was one of the 
earliest examples of mass production. 
The company continued to expand and 
by 1901 there were 300 employes. 

In addition to rubbers and gaiters, 


Rubber footwear is processed in large 
vulcanizers like the one shown here. 
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Rubber Company 
Celebrates 


rm ‘ i ‘ re 99 
Tyer Rubber Company, Maker of the Historical “Congress 
Gaiter, ls Now One of Our Largest Rubber Footwear Producers. 


the company made druggists’ and med- 
ical items such as hot water bottles, 
syringes, atomizers and nipples. Back 
in the days before central heating and 
electric heating pads, Tyer produced 
750,000 hot water bottles a year. The 
company also branched into sporting 
goods and has continued in that line. 

A line developed in 1926 and one 
that has since become a major busi- 
ness is rubber covered rolls. These are 
used in the textile, leather, abrasives, 
packaging and plastics industries. 
Custom-molded rubber products have 
also become an increasingly important 
part of the company’s business. These 
include aeronautical parts, gaskets and 


grommets for air conditioning units, 





mounts, diaphragms and shock insula- 
tors for automobiles and trucks, and 
the like. The company today employs 
1100 men and women and occupies 
nearly 350,000 square feet of factory 
space, 

Although Tyer branched into other 
lines, footwear continues to be the 
company’s principal product. Today’s 
output includes canvas leisure shoes, 
rubbers, fishing boots, wading and 
sports shoes and hunting pacs. 

During the company’s first years, 
Henry G. Tyer was associated with 
various partners after Boyce. Even- 
tually, he operated the company by 
himself, continuing his experiments and 

(TURN TO PAGE 64, PLEASE) 
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for the young 
; and young in heart* in 
Parley v) | | HUBSCHMAN’S CALF 
\ Fg’ ... the Italian influence 
stimulated by the 
fashion aroma of 
BLACK COFFEE +577 
...an outstanding 


, wh © & ft 4 4.7)” designer's genius and 
Dover Hi pattern, eS paa”  eah eat oa 
Charm last, 22/8 heel is ° is ' a ee 4 f § the fine craftsmanship 


nr in au ‘ Wty ; a“ of a famous maker, 

ubschman colours. . 1 ¢ x P 
Tober-Saifer Shoe 

Manufacturing Co., 


St. Louis 3, Missouri 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 


FASHION OFFICE, EMPIRE STATE BUILDING, NEW YORK 1 
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Notes on Important Developments in the Field of Footwear, Fashions, Colors, Materials 

















In Fashion's Forefront 


Sey 








FALL fashions in miniature move into the spotlight for 
this presentation of In Fashion’s Forefront. The purpose: to 
emphasize the fact that today, as never before, the chil- 
dren’s shoe business is a fashion business . . . that the 
same principles which apply to the merchandising of 
fashion items must also be applied in this field. Our goal: 
to help operators of juvenile stores and departments estab- 
lish a program of Extra Sales, Unlimited. 

While a customer's first buy of the season is generally of 
a basic type (saddle oxford, loafer or welt strap), there’s a 
second purchase on tap. This sale follows the purchase of 
a party or Sunday School dress or a new coat. Therefore, 
a study of fabric, color trends in apparel and a résumé 
of the new in shoe styling is essential so that retailers can 
satisfy consumer desires. Here are style trends that must 
he watched. 

* * ” 


REFLECTIONS IN RED, . . true reds and rosy reds .. . 
ready-to-wear collections are heavily brushed with both. 
The true reds with a yellow cast are featured in striped 
and plaid cottons as well as in coatings. They take scarlet 
footwear, solid or combined with black calf or patent, The 
rosy reds are dressier in nature and reflect a Far Eastern 
feeling. They look best with black footwear . . . either 
gleaming patent or black velvet. (More about velvet later.) 
ee ' 
A BIG BROWN SEASON . . . the biggest ever in the 
apparel market. Shades of brown are everywhere. . . 


in coats, jacket ensembles, classroom and party dresses 
. in tweeds, in solids, in stripes, in prints. Brown is 





The snowballing popularity of velvet footwear, il- 
lustrated here by a simple pump by Jumping Jacks 
Parties, A silver rosette with a rhinestone center pro- 
vides a needed touch of dazzle ,. . the Apron Effect 
in the white kid insert to a toddler's black patent 
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particularly popular paired with turquoise . . . to a lesser 
degree with yellow, orange, green and blue. While un- 
doubtedly covered by golden brown footwear in more 
tailored types, every style-conscious retailer should supple- 
ment his stock with copper patent leather and dark brown 
suede in dressier patterns. They will be wanted; they will 
be needed. 


* x x 


THE IVY LOOK . .. bringing green into a young girl's 
color spectrum, Largely confined to stripes, this Ivy Look 
seems destined to capture the fashion spotlight held last 
fall by the Black Watch plaid. The stripes are in the same 
dark colors preferred by the Ivy League college boys .. . 
dark green and garnet stripes on an oxford ground, brown 
with black stripes, khaki with brown and yellow stripes. 
The Ivy Look is for toddlers as well as teen-agers and light 
pigskin colors are the answer to what to wear afoot. In 
this mood, Claire McCardell has designed a pint-size loafer 
of natural pigskin for toddlers. It’s seen in the Baby Deer 
collection of Trimfoot Company. 

* ” * 


THE EMPIRE LOOK , . . spring’s ready-to-wear success 

seems headed for a bigger volume in fall. This high- 

waisted line in dresses and coating is paralleling the as- 

cendancy of bracelet ankle straps in little girls’ footwear. 
x x x 


THE PROVINCIAL LOOK .. . launched for summer by 
Helen Lee’s Danish-inspired fashions for Youngland, also 
(TURN TO PAGE 62, PLEASE) 





slipper, Baby Deer by Claire McCardell . . . the 
Peasant Look exemplified by the apron-like overlays 
of black calf on red suede, by Little Debs .. . t 

Puritan Look as expressed in the Colonial Buckle of 
a copper patent leather pump, a Dress-U ps by Alexis. 









The look: as American as the Grand Canyon 
The line: as colorful as the painted Desert 


The message: a resort story from A to A (Arizona to Allied) 


: 
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Some desert blooms are sun-bleached and fragile— 


YUCCA New Castle glazed 150 Standard glazed and Vodelle 494X-794 

DESERT MELON Standard glazed 450 

CACTUS GREEN New Castle glazed 1111 Standard 141 

MARIPOSA New Castle glazed 1000 Standard Vodelle 732 

GREENLEA New Castle glazed 148 Standard glazed and Vodelle 140-640 
— Others are sun-drenched and vibrant 

PUEBLO YELLOW New Castle glazed 149 Standard glazed 484 

SUNDOWN New Castle glazed 1506 

WAMPUM GREEN New Castle glazed 1112 


PINTO BLUE New Castle glazed 1316 Standard Vodelle 595 





KACHINA New Castle glazed 1313 
Standard glazed and Vodelle 483-783 


Available immediately from your Standard 
or New Castle Division agent. 








BOSTON * NEW YORK * PHILADELPHIA 
WILMINGTON * PENACOOK 
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NEOPRENE SOLES 


add comfort and safety 


to long-wearing work shoes 





Courtesy: Joseph M. Herman Shoe Co., 
Millis, Massachusetts 





Roofers, carpenters and structural-steel workers will take a . 

shine to Gunsedanee work shoes—and well they might. Soft, Only neoprene offers this balanced 
supple uppers permit bending without strain, and the lace- combination of properties 

to-toe pattern allows for easy, adjustable fitting. Double 

vamps, outside counter pocket, extra-sturdy steel shank, and for work- and safety-shoe soles 
extra-tough stitching assure long, comfortable wear. And ‘ 
underneath it all are tough, flexible Du Pont neoprene soles. © Resistance to oils, greases 


Springy neoprene adds a cushion of comfort underfoot 
. makes standing jobs less tiring. Its superior traction Resistance to flex cracking—even at 
provides an extra margin of safety, too. What’s more, these freezing temperatures 
soles withstand the most severe scuffing . . . stay resilient and i : ge 
comfortable at extreme temperatures. Oil, grease, even cor- © Resistance to abrasion, chipping 
rosive chemicals have little effect on long-wearing neoprene. @ Resistance to acids and other chemicals 
Spark up your sales with the feature that keeps your work 


shoes a full stride ahead—in quality, comfort end safety — © Resistance to heat 
neoprene soles. SEND FOR NEW FREE BOOKLET 


DU PONT NEOPRENE 


The rubber made by Du Pont since 1932 





E. I. du Pont de Nemours & Co. (Inc.) 
Elastomers Division BS-7, Wilmington 98, Del. 

Please send me your booklet which contains information 
about neoprene soles . . . descriptions of neoprene’s unusual 
properties and superior qualities. 
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BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY City. State 


54 Boot and Shoe Recorder 








SPECTACULAR GAINS 
IN BOSTON STORES 


WARM weather in mid-June and 
later brought customers into Boston 
in throngs and shoe stores were 
among the beneficiaries. Many re- 
ported during the third week of that 
month that they expected to close 
their books on the first six months 
with an appreciable gain over last 
year. They cited specific days on 
which gains had been spectacular, 
ranging from 20 to 35 per cent over 
the corresponding days of 1955. 

White, of course, had by then 
moved into first place, and_ black, 
nearly always a good summer color in 
metropolitan areas, was a close sec- 
ond. Even black patent leather sold 
in some stores. There continued, 
moreover, to be a demand for navy, 
some red and pastels. 

Although mid-June usually marks 
the opening of the clearance sale sea- 
son, few had made their appearance 
in Boston by late in the month. Most 
shoe stores planned no sale of sum- 
mer shoes. Two women’s wear stores 
with high-grade shoe departments, 
elected to reduce their inventories 
during the month. One of these was 
Crawford Hollidge, Ltd., at 141 Tre- 
mont Street, which conducted its regu- 
lar semi-annual sale throughout June 
with good results. Basic types such 
as pumps were not reduced. Higher 
styles, including whites, were offered 
at an average reduction of 25 per 
cent. The explanation of the inclu- 
sion of whites at that time was that 
the store’s clientele consists almost 
entirely of women who spend the en- 
tire summer at seashore and mountain 
resorts and that summer shoes un- 
sold by the end of May would have 
to be carried over unless included in 
the June markdown promotion, 

The second women’s wear store to 
have a June sale was Plotkin Bros., 
with main store at 364 Boylston Street 
in the Back Bay section, and a branch 
in Shoppers’ World in Framingham, 
Mass. It was reported here that the 
sale was held somewhat earlier than 
originally planned. The store’s ad- 
vertising stressed that prices on shoes 
from regular store stock had been 
cut 50 per cent for a limited time on 
limited quantities of “patents, calf, 
suedes, meshes, flats, medium and 
high heels in black, brown, blue and 
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red.” Customers were urged to buy 
them for wear during the summer and 
through the fall. 

At the Kays Newport store, 424 
Boylston Street, it was said that April, 


May and June business to date 
showed an increase of about 15 per 
cent over the same period in 1955. 
The demand for whites of all kinds 
was found to have been “surprisingly 
good,” following an earlier demand 
for spectator pumps of white and 
brown, and white and blue. Black 
shoes, even patent leathers, had sold 
well and new styles in black had been 
ordered for sale during the normally 
hot month of July. 
* x x 
SUMMER SHOES HIT 
STRIDE IN CHICAGO 


Witn the sudden and emphatic de- 
scent of hot weather in the Chicago 
area, summer shoe business has really 
hit its stride. June has been well 
above figures of a year ago in prac- 
tically all stores. However, April and 
May had lagged so much that in- 
ventories are still heavy with spring 
shoes. 

Whites have done exceptionally 
well and have been gaining momen- 
tum. In fact, as the hot weather in- 





Wyman presents 


only 1095 






The pig with the punch. Four cols. of 
well planned advertising by Wyman, 
Baltimore. High or med heels. White. 








tensified, so did sales of white shoes. 
Vinyl has also been extremely active 
and has sustained for a longer period 
than most retailers anticipated. It is 
expected to carry through the sum- 
mer and into fall where it will con- 
tinue to be dominant in the fashion 
picture. In the fashion type stores 
there has been great interest in Ital- 
ian silks and other fabrics in navy 
blue, brown, and black as well as in 
prints. Pink still tops the pastel pic- 
ture, although powder blue has come 
up sharply, and so has yellow. Mesh 
has continued the leader in walking 
and matron type shoes. 

Casual sales have also been stepped 
up, although they had suffered the 
least during the spring lull. Opening 
of local beaches and pools has 
stepped up the sales of fabric casuals. 
Straws have been dominant in selling 
this year, with the Italian and conti- 
nental types doing extremely well. 

With clearance sales scheduled to 
be well underway after the July 4 
holiday, promotions are already point- 
ing to early dark shoes. Lightweight 
suedes as well as new versions of 
vinyls and some fabrics will be fea- 
tured from mid-July on. A number 
of retailers are going to place heavy 
stress on sandals and other opened 
up versions for early selling. Thus, 
they hope to follow through with ad- 
ditional sales on pumps and closed 
shoes for early fall. 

* * * 


ST. LOUIS SUMMER SHOE 
VOLUME GOOD 


INVENTORY complications have not 
been entirely ironed out for St. Louis’ 
stores and departments, but general 
reports indicate that the situation is 
considerably improved and that sum- 
mer shoes are showing good sales 
volume. 

Storewide anniversary and jubilee 
sales have been held by major depart- 
ment stores. Reductions averaged 15 
per cent on footwear for both men 
and women, and included for one 
store summer whites as well as spring 
clearance types. 

St. Louis youngsters have been in 
for their second pair of rubber-soled 
play shoes, with dealers expecting a 
third round by the middle of July. 

[TURN TO PAGE 57, PLEASE] 











- turns: a penny moc into a 


pretty Fall profit-maker 


TO RETAIL 
PROFITABLY AT 


ALL-NEW DESIGN WITH 8 (count ’em) SUPERIOR NEW FEATURES! 


NEW slim-trim look! 
NEW true-fit last! 

NEW shorty vamp! 
NEW pegged heels! 


NOW IN STOCK IN 19 MAJOR CITIES! 


For warehouse nearest vo4 and for new Fall catalogue, write: 


HUSSCO SHOE ¢ 5 West 34th S1., N.Y, C. + Factories: Honesdale, Pa. - in Conada, Conada West Shoe Co., Winnipeg 
HUSKIES ARE WAREHOUSED IN 19 CITIES FOR 24 HOUR IN-STOCK SERVICE! 
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NEW soft, combination 
tanned leathers! 


NEW high-quality construction 
NEW—3 widths! 10 colors! 


NEW-—priced for volume selling! 
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Barefoot sandals with extra thick 
cushioned insoles are selling well for 
the kindergarten set. For men, the 
informal casuals dubbed “host shoes” 
are moving well, along with slip-ons, 
tassel mocs and low cut ties. One de- 
partment store is featuring a men’s 
mocassin vamp slip-on of braided 
straw, fully lined. From all sources 
come reports that men are adapting 
to light weight footwear—and loving 
it. 

Women’s dress shoe buying pro- 
ceeds at a steady but uneventful pace. 
Smooth open white pumps with ap- 
proximately 23/8 heels lead the list 
of favorites. Raw silk or shantung 
closed pumps on 17/8 thin heels are 
being chosen by fashion-conscious 
matrons, with the shantung in high 
favor for bridal party members be- 
cause of its dye-to-match ease. Al- 
though women’s basic casual needs 
were for the most part filled by the 
middle of June, women continue to 
pick up extra pairs, with straw, mesh 
or braid wedges strongest. 

Footwear has received only a small 
amount of newspaper advertising 
space during the past month, with 
most ads announcing special sellings 
of casuals for men, women or chil- 
dren. One chain unit promoted “bare 
black suede” with vinyl vamp treat- 
ment as an advance-season forecast. 
One department store featured silk 
ripple cloth in three dressy shoe 
styles with matching handbags. Pro- 
moted for summer formal wear, shoes 
and bags were available in bronze 
and gray in addition to black. 

Although the extremely hot St. 
Louis summer days are just begin- 


ning, they have already brought an 

air of listlessness to shoe purchasing, 

with customers turning more and 

more to after-dinner shopping at sub- 

urban stores to fill shoe requirements. 
* * *# 


CASUALS DOMINATE 
IN LOS ANGELES 


Hor weather is with us, several weeks 
earlier than usual, and sandals, skim- 
mers, flatties, thongs, straws and raf- 
fias dominate the retail picture in Los 
Angeles. Pink is the volume seller in 
the pastels, followed closely by blue, 
and then a little further back come 
the soft yellows and naturals. Plain 
white, blue-and-white, black-and-white 
hold their traditional spots in the 
dressier pump line-up, but spectator 
sport vinyls continue to make inroads. 

Some retailers feel very optimistic 
about the mid-and-late-summer buy- 
ing periods. Reason for the optimism 
is that with spring casual sales start- 
ing early this year, there is every 
chance replacements may have to be 
bought before the fall season starts. 

Retailers, particularly in the popu- 
lar priced shops, have resorted to 
smart selling to keep volume up. A 
number of leading merchandisers are 
going after the accessory trade. Par- 
ticularly with straws and_raffias, 
matching handbags are kept on dis- 
play. A few shops even keep a selec- 
tion of gloves and tiny straw toppers 
on hand, to show the customer after 
she has told the fitter to “wrap ’em 
up.” If the timing is right on the 
part of the salesman, a gentle sugges- 
tion that “this handbag would be just 
perfect with those shoes” is often all 
that is needed to make another sale. 
Good quality leather handbags, 








Vanilla ,..a pale, creamy calfekin...is our Summer scoop. Just delicious, the way it melts into any costume color, And as 
far the effect of the cool, fair shoe on the sunwarmed leg...pure delight! I, Miller's slender pump, 25.95. Millerkins’ bobbed 
heel pump, 1696, Their just desserts...matching Pinwheel Shop accessories. Exclusive, of course L Miter 


hee HABE Rrendway White Fase Baines ot. Abvahem © Suremn Brockiye, |. Bambegie, Newer Adiemis (ny Rainier Piiledetphin Rechouer 


Vanilla calfskin whets the summer appetite. A very unusual advertise- 
ment with unusual and effective selling copy directed at the fashion 
customer, Note that even accessories are included, |. Miller, New York. 
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chosen to match or compliment the 
leading shoe style sellers, are also 
upping sales grosses in these wide- 
awake shops. 

In the popular priced stores, there 
is also a trend toward the mass dis- 
play technique, much more strongly 
used than in the past. Retailers using 
the mass display setup state that by 
placing displays close to the entrance, 
window-looker trade is often brought 


into the store. 
* * * 


WHITES AND CASUALS 
MIAMI LEADERS 


Two shoes stand out prominently in 
the footwear picture in the Miami 
area at this time. One is the all 
white, the other the casual. Gradua- 
tions and weddings account in large 
measure for the heavy selling of 
white, but not altogether. White for 
summer is coming back as important. 
High style shoe dealers predicted this 
last January. A recent ad suggested 
the mother of the bride and her at- 
tendants choose white shoes, for 
“wear on this particular occasion and 
then something to carry you through 
long summer days.” Decorated heels 
that sparkle as the bride walks down 
the aisle have been another high light. 
A rhinestone studded heel fills the 
bill. 

The casual shoe has been pro- 
moted by practically all stores, but it 
is not the easy-to-wear casual of other 
years. The casual shoe of this season 
is a beautifully groomed little flat, 
fashioned to fit, and promising all 
possible comfort to the wearer. It is 
the ideal shoe for long automobile 
trips or for any pleasure bound tour- 
ist. The easy casual is no longer con- 
fined to the lower-price bracket. Far 
from it. The price range is as high 
as $16.95. The casual shoe of this 
season is a comfortable shoe with 
high styling, and advertisements are 
playing up this feature. 

[TURN TO PAGE 59, PLEASE] 
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Habit 


It has been said that habits are cobwebs in the beginning—but steel cables 
in the end. You may apply this to any example you like. But, quite naturally, 
we want to apply it to the reading of business publications. The ones with 
editorial integrity and command over the subject matter with which they deal 
are habit-forming—readers come to depend on them, to be guided by them. They 
really get the habit, and finally can’t do without these publications. And that 
is why, as advertising media, they offer such big impact for so little money .. . 
and why advertisers have come to realize that their schedules in business pub- 


lications should properly be as strong and lasting as steel cables. 


Chilton 


COMPANY 








Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist + The Iron Age « Hardware Age + Spectator » Hardware World 
Jewelers’ Circular-Keystone + Automotive Industries « Gas + Distribution Age « Optical Journal and Review of Optometry 
“Se Motor Age * Boot and Shoe Recorder « Commercial Car Journal « Butane-Propane News « Electronic Industries * Book Division 
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Early in the season there were those 
who predicted a return of the gold 
shoe. This has not materialized. How- 
ever, many outstanding models show 
a conservative trim of gold on all 
white. Selby’s has some fine exam- 
ples, and so does Cowens. White with 
gold may come to the front as the 
summer season advances. 

Last summer dealers played up the 
phrase, “the nuder the newer.” This 
year it is “double exposure.” This 
shows double straps to hold the sole 
to the foot and leaves very little of 
the shoe proper exposed. 

Nylon lace is very much in the pic- 
ture. It offers all the opportunity in 
a cover-up shoe for a foot to catch 
every tropical breeze. It is being dis- 
played in shoes in every price range 
and is one of the present best sellers. 


A @ 


SALES IMPROVE 
IN NEW YORK STORES 


SHOE retailing in New York picked 
up along with the temperatures, dur- 
ing the last two weeks. Traffic in shoe 
stores was satisfactory. and sales fig- 
ures were encouraging. This was due 
to several reasons and inducements. 

People become more aware of their 
feet when the sun beats down and the 


pavements are hot; and there is some- 
thing mighty appealing about the idea 
of going into an air conditioned shop, 
taking the pressure off tired feet and 
at the same time looking at new shoes. 
Shoe merchants report it wasn’t just 
a case of looking. It was rather a 
matter of actually buying—and more 
often than not there were multiple 
sales. 

The semi-annual clearance sales are 
on in most of the stores in New York 
and they are serving their purpose— 
e.g., liquidating broken and end sizes, 
but there is a different impetus to sell- 
ing now. In the past, it was a matter 
of getting rid of dark colors and sea- 
sonal shoes that hadn’t moved (for 
one reason or another) during these 
sales. But the vacation pattern has 
changed all this. Women will buy 
shoes now for the traveling they may 
do and the vacations they may take 
next week or next month or six 
months from now. Wherever they go 
they know they will need a wardrobe 
of shoes that includes everything from 
beach to casual to spectators, dress 
up and gala evening shoes and that’s 
the motivating reason for multiple 
sales now. 

Shoe selling has definitely picked 
up in New York and retailers now 
feel that their figures will compare 
favorably and even be slightly better 
than last year. They have stressed 
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The photograph does most of the work in this advertisement—with 

the well-known maker's name doing the rest. A high style presentation 

that includes all the essentials of an effective high fashion advertise- 
ment. Andrew Geller, New York. 
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their promotions in newspapers and 
within their stores and have put the 
emphasis on “mid-summer tonic . . . 
black ice! cool, sparkling footnotes 
adding fresh zest to every important 
occasion—two parts black suede, one 
part ice clear vinyl with the magic of 
the flavor in the mixing and the per- 
fect shaping.” Another high quality, 
high fashion shop states it this way: 
“Caracul curlicue kid sure chic from 
summer to snow.” Pumps continue 
to be the favorite but the new spec- 
tators and the airy sandals are get- 
ting their share of buying interest. 
Mule types in kid, dyeable shantung, 
clear vinyl and luster leathers are 
getting good calls. 

The hot weather also helped stimu: 
late selling in men’s shoes and Fa- 
ther’s Day was a good reason for in- 
creased men’s slipper sales. 
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DETROIT SHOWS ONLY 
MODERATE DROP 


INCREASING unemployment is the 
background for a continuing slow-up 
in shoe volume in Detroit, but the 
totals appear to be off considerably 
less than would be expected from 
the present recession conditions. 
Stores in the downtown area were 
generally behind last year on the 
basis of five months’ figures, but only 
by modest percentages—a hopeful 
emen as the erratic drops of earlier 
months evened out. Neighborhood 
stores were in some instances run- 
ning ahead—but commented that they 
were carrying considerably bigger in- 
ventories. There were a few encourag- 
ing reports of substantial pickups 
over last month. 

Persistent rain and cold likewise 
continued to plague the shoe busi- 
ness, causing probably as much of a 
drop as unemployment. Shoe leaders 
continued to note that a really good 
day weather-wise resulted in a sur- 
prising shoe sale pickup. 

[TURN TO PAGE 68, PLEASE] 
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How To Save Steps 
In NYC. 6. 
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%*% Same block as the Empire State Bldg! 
Near most sources! 


* Close to Penn Station, both Airline 
Terminals; B&O buses stop at door. Sub- 
way at entrance. 


* Times Square, theatres, United Nations, 


Radio City and Grand Central all easily 
accessible. 


1501 ROOMS WITH BATH, RADIO: (NOW BEING 
REMODELED AND AIR-CONDITIONED.) MARINE ROOM. 
CAFE LOUNGE AND BAR. 


Sueraton-M{CApin 


Hore 
Tithe Heart Oh the Domne Aone 


Reservations: PE 6-5700 + Teletype: NY 1-2715 
Broadway at 34th Street 
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Editorial Outlook 


[CONTINUED FROM PAGE 13] 


But such mergers, in all forms of business, may con- 
tain the ominous overtones of liquidation, the seek- 
ing out for resale of the hidden assets of companies 
bought with the primary purpose of such liquidation. 
This is the negative aspect of the matter, the withering 
hand that destroys productive capacity and buries for- 
ever brand names into which have gone years of crea- 
tive genius and hard work. 

Fortunately the experience which the shoe and allied 
industries have had with acquisition for diversification 
has been wholesome. If there should be further inci- 
dents, it is to be hoped that the acquirers will approach 
the industry with a constructive purpose, with appre- 
ciation for the businesses they buy, and wiil use their 
broad managerial promotional skills to achieve the 
fullest growth potentials of their new enterprises. 





Italian Shoes on American Lasts 


IN a move to offer Italian men’s shoes madé on American 
lasts to the American market, Howard & Foster Company 
of Brockton, Mass., has created an import division within 
the company known as Cortina Imports. 





Benelli D'italia slip-ons, left to right: smooth black calf with con- 
trasting crushed grain apron; sabot strap slip-on in soft biack calf; 
bridle strap, high riding tongue and low sweeping, hand butted apron. 


The new division, which will operate an office in Milan, 
Italy, will be responsible for placing orders with Italian 
men’s shoe manufacturers, controlling quality and trans- 
shipping consignments to the United States. 

The formation of Cortina Imports has removed several 
obstacles to the sale of Italian shoes in this country. By 
supplying American lasts to Italian shoe manufacturers, 
Cortina has eliminated the problem of fitting American 
feet with shoes made on European lasts. In addition, all 
shoes will be shipped Air Freight overnight from Milan to 
Boston, thereby reducing the previous shipping time of 
several weeks. 

This program will also enable Cortina to retail these 
men’s shoes, many styles of which are hand made, in the 
medium price range through Howard & Foster dealers. 

The Italian shoes will retail under the trade name of 


Benelli D’Italia. 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 


New York 


LAST-MINUTE preparations for the usual summer vaca- 
tion period in New York shoe factories—June 29th through 
July 15th—have taken manufacturers’ minds off the im- 
mediate shoe picture. 

In retrospect, orders for fall shoes have been quite satis- 
factory and have kept production at a steady level. Those 
factories having instock departments may, in some few 
cases, have a slight backlog but others report that deliveries 
have been made according to dates specified and that there 
has been good reaction from merchants. 

When the factories reopen on July 16th, there will be 
satisfactory cutting on hand and on order to get production 
into full swing. These will be the shoes that are to be de- 
livered from early August on. 

Manufacturers of women’s shoes are agreed that there 
will be a predominance of black to start with and that 
ranges of other colors such as blues, beige to browns, 
taupes, etc., will develop. Pumps are still the favorites, with 
variations in theme and silhouette. Some of the high grade 
women’s shoe manufacturers, the members of the Guild of 
Better Shoe Manufacturers in particular, will start to work 
on their cruise and southern resort shoes soon after pro- 
duction gets under way in mid-July. These will be delivered 
in late September. 

Children’s shoe manufacturers report that their business 
has held up very well. They indicate that there has been 
good acceptance by retailers of the new fall patterns. Colors 
are getting excellent play, especially light blue, gray, taupe, 
panama, white, black, brown, wine. Shaggy, brushed 
leathers have had generally good response. 

There is a distinct feeling of optimism among New York 
shoe manufacturers. They feel that prospects are for good 
business in the coming months. As one manufacturer put 
it: “We look for full production ahead. We'll really have 
to step on it when our factory reopens after the vacation 
period. We'll be burning the coal!” That seems to sum 
it up for all categories—men’s, women’s and children’s. 


St. Louis 


INITIAL fall orders and the fill-in business on summer 
footwear both continue to be lagging as compared with 
sales for this period last year, St. Louis shoe manufacturers 
in general report. Small retailers apparently are still show- 
ing considerable hesitancy in placing orders for fall shoes, 
although they plan to buy in depth to meet an active sea- 
son, firms report. Staple commitments have, of course, 
been placed in gratifying volume. 

Although dollar volume is running five to eight per cent 
behind last year for most producers, exceptions were noted. 
One St. Louis manufacturer selling to chains reported that 
June brought a sudden unexpected massing of heavy or- 
ders, so heavy that the firm will be forced to choose between 
uneconomical overtime production or customer disappoint- 
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ment through shipments delivered later than promised. 

Vacation-time for workers has come and gone, and pro- 
duction is in full swing for fall deliveries. Volume trends 
on colors, types and materials in women’s shoes are well 
set, with black scoring highest, briarwood, town brown and 
perfect brown dividing second honors. Yellowed browns 


are rating considerable attention. Volume back-to-school 
footwear production is racing along to meet the demands 
August will bring. 

All sources report important emphasis on leathers and 
textures. Furred, shaggy, grains and softer tannages are 
making for themselves a promising season ahead. 


Milwaukee 


SHOE factories closed in late June or early July for a 
week or two of vacation in an optimistic mood, for good 
weather had arrived, some retailers had started buying fall 
shoes in earnest and motors had been humming at top 
speed. Several children’s shoe manufacturers reported they 
were still running ahead of fall business a year ago. Cas- 
ual, misses’ and men’s shoe manufacturers said that by 
the end of the year figures would “even up” sufficiently 
to show business ahead of the previous year. 

Several men’s shoe manufacturers voiced concern over 
the “mad scrambling for shoes later in the summer” when 
retailers realize that they will have to have fall shoes to 
sell, despite what their left-over inventories were last 
spring. 

“Give them a few more warm days such as we've had 
this June and a little incentive, and they'll buy plenty of 
shoes,” a manufacturer said. “Dealers have been holding 
off; they have had their price increases and they had a lot 
of spring stuff left. But just watch, they'll have difficulty 
getting their fall orders filled and will wonder why the 
manufacturer isn’t performing.” 

Lighter weights and shrunken grains are the big story 
in men’s dress shoes, a survey revealed. While black is 
still in demand, there has been a definite rebirth of brown. 
Men’s work shoes are holding steady, with biggest volume 
in better quality, job-fitted shoes. 

Back-to-school business is running ahead of last year, 
juvenile shoe manufacturers reported. Saddle shoes con- 
tinue to be very strong for girls and misses. Red plaid 
saddles and blue plaid saddles are popular for girls; char- 
coal brown in fine grain leather lace shoes for boys, A 
new look in saddles (a shoe called the “Pogo”) is going 
extremely well for misses and girls, retailing at $7.95 and 
$8.95, a manufacturer said. The shoe, made to appear 
shorter than it really is, has a saddle that extends through 
the quarter and over the vamp in collar effect. In stock 
in five colors, it is selling best in, first, black and white; 
second, gray and white, and third, in an all-over fawn 
corkette style. More emphasis is being placed in orders on 
10/8 heels for dressy and casual styles. Shag leathers in 
casuals and walking shoes are selling most heavily for 
early fall wear, but orders were beginning to come in, in 
volume, for smooth glove leathers. Throughout the lines 
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S AND — READY EVERY DAY! 


Choose from over 250 popular tot-to-teen styles with 
LAeCO*NI*ANS in-stock service to back you up. Your fill-in 
orders are shipped same day received. You have your 
LA*CO*NIeANS — you make your sales! Get your new in-stock 
catalog now, and get ready for back-to-school and fall business! 
Pre-sold by ads in Parents’ and Seventeen magazines... 
special announcements on Goodyear TV Playhouse 


LACONIAN SHOES CORPORATION + Laconia, New Hampshire + Ph, Laconia 10 
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In Fashion’s Forefront 


[CONTINUED FROM PAGE 51] 


is extending itself to key volume for fall. The look en- 
compasses not only the be-aproned costumes of the Scandi- 
navians and the Dutch, it includes the smocked bodices, the 
appliqued dirndl skirts and the laced vests of Tyrolean and 
Bavarian styling. It goes still further to reflect the fash- 
ions of Early Americana. There’s more than a touch of the 
Puritan in the wide white collars on dresses and in the 
high-colored calico prints. 

In footwear, these provincial or peasant influences also 
are seen. For example, there’s the Mayflower pattern in 
the Weber Shoe collection of Dress-Ups by Alexis... a 
gleaming silver or gold Colonial buckle placed on the high- 
riding vamp of a patent or calfskin pump. In this same 
line, as in Deb Shoe Company’s Little Debs, there are two- 
textured, two-color shoes with vamp treatments carrying 
the apron or laced vest effect. All-in-all, the provincial look 
promises to be one of the top promotional stories a retailer 
can tell for fall. 


* x * 


THE GAINSBOROUGH LOOK . . . again reflecting Old 
World Charm, Its the biggest summer news for women 
in such lines as Dior and Triana-Norell. These gracefully 
houffant dresses with soft fullness have as their focal point 
lovely waistline sashes of velvet, satin or faille. It is to be 
expected that the Gainsborough Look will filter down to 
pint-sizes and penny-candy prices in time for holiday col- 
lections—and for a footwear accent, nothing will prove 
better than nylon velvet. In fact, few materials will prove 
better for fall and holiday dress shoes. 


Y” x” ” 


MoRE ABOUT VELVET . . . it’s booming . . . because 
despite its delicate appearance, it’s extremely durable and 
very easy to clean. One shoe manufacturer—Joe McCaffrey 
of Vaisey-Bristol—believes that nylon velvet, especially 
black, will strongly contest black patent leather’s Number 
Two position in sales. (Black suede will stay on top ma- 
terial-wise. ) 

Reports Mr. McCaffrey, Vaisey-Bristol ran a special 
promotion on Nylovel velvet called Holiday Parties last 
fall. “The acceptance,” he said, “was most surprising 
and the production devoted to velvets was so good it af- 
fected our stock service on basic patent leathers.” In addi- 
tion to black, the Jumping Jacks Parties line will feature 
claret red and navy blue in both pumps and strapped pat- 
terns. 

The Weber collection of Dress-Ups is emphasizing nylon 
velvet in several new patterns . . . most of which depend 
upon rhinestones for necessary sparkle. Amber stones, 
however, point up brown velvet. The two top-selling pat- 
terns in velvet are Kismet, with an off-side vamp motif of 
rhinestones, and the Caftan, a new silhouette inspired by 
the slit sidelines of the Oriental caftan coat. It features a 
V-shaped slit ending in an ornament at the throatline. 


a: 4.2 


DECORATIVE HEELS . . . back appeal is a growing fac- 
tor in the children’s field. Overlays with studs to match 
vamp collars . . . sawtooth underlays on vamps and heels 
.. » braiding, fioral effects, gold embossing . . . all have 
strong eye appeal for the crayon crowd and their mothers. 
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. .- casuals and dress for women and girls, the trend is 
toward less weight. Cork grains are important in taupe, 
black and French bread. Popular, too, thus far among 
dealers is a “suburban shoe,” an ankle height leather- 
laced shoe with a crepe wedge and in black, gray and fawn. 
For the tweed ready-to-wear which is expected to be im- 
portant on the fall scene for women, retailers are buying 
suedes with leather and buckle trim and silk tweeds in 
brown with rust leather trim and in gray with taupe trim. 


Chicago 


FINAL commitments for fall have continued to lag in the 
Chicago area, due to a prolonged cold spring. However, 
the arrival of hot weather with a vengeance gave the retail 
shoe business a much needed stimulant. Therefore, a num- 
ber of retailers who had held off finishing their initial 
and bulk orders for fall, have finally done so. Many de- 
layed longer this year than in some time. However, as 
the orders come in, they represent in volume just about 
those of a year ago. Although inventories are heavy, re- 
tailers hope to reduce them during the July clearance 
period, Present indications point to good summer busi- 
ness. There has been little or no carryover on fall types 
of shoes, so most retailers have to replenish their stocks 
completely in this regard. 

As might be expected, the majority of the over-all buy 
has been in black. There has been a lot of interest in 
the antiqued leathers such as the fumed oak. Some of the 
style shops have ordered more fabrics than in several sea- 
sons, showing particular interest in the tweeds, silk faille, 
and ripple silk. Prolonged success of vinyl all spring and 
into early summer, has prompted most houses to broaden 
their lines to include a good selection of styles. Vinyls, in 
fact, are now in the category of year-round sellers and 
some firms have them on an in-stock basis. 

There have been substantial orders of reptiles, particu- 
larly in the better grade shoes, with rust and browns the 
top colors. 

Pumps, judging by advance orders, continue to be the 
largest volume pattern, with a wide range of variations 
being offered. The extreme low shell opera is a high 
fashion favorite and the pattern pumps are growing more 
important. These include the tapered toe line and round, 
square, and V throat lines, as well as outside curves, low 
straps, and sculptured treatments, 

Although halters are still favored there is a trend toward 
the conventional sling, particularly in ornamented shoes. 
Slim heels continue in demand, although there has been 
some resistance. However, there have been substantial 
increases noted in the medium heel field, even in these 
new slim versions. 


New England 


New ENGLAND shoe manufacturers report that mid-June 
saw an increase in the number and size of orders received 
from their salesmen who have been in their territories for 
several weeks, They point out, however, that backlogs are 
not being built up as they were at this time last year, indi- 
cating that retail inventories in many parts of the country 
are still too high for comfort although retail sales have 
increased markedly in the last two or three weeks. They 
regard present conditions as only a slight deviation from 
normal and anticipate a better demand for footwear in the 
reasonably near future. 
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One of the brighter spots in the picture is the demand 
for back-to-school shoes with orders calling for late July 
and early August delivery. To date, however, retailers have 
been reluctant to make firm commitments for the more 
styleful types of these shoes and have been content to order 
basics which are good throughout the year. 

Men’s shoe retailers who carry lines made in the Brock- 
ton district are also said to be placing orders for at least a 
portion of the heavier types which will be needed for fall 
selling; and in-stock departments are shipping some re- 
orders on ventilated shoes, sales of which have been good 
at retail in recent weeks. 

Manufacturers of women’s dress and novelty shoes still 
need business although this segment of the industry also is 
showing signs of a pick-up. Much larger backlogs than 
have been seen to date are expected to pile up during the 
approaching factory vacation period which will end during 
the second week in July. There are few trade observers, 
however, who expect that orders yet to be received will 
equal those on hand when the fall run of last year got 
under way. 


Los Angeles 


MANUFACTURERS in the Los Angeles area continue to 
operate at full volume or close to it. Re-orders on summer 
merchandise are on the whole satisfactory and business 
already written for the fall lines appears to give most of 
them a feeling of confidence. 

Summer weather is in full swing, temperatures are un- 
usually high for this time of year, and the summer casuals 
are moving fast. Beach, pool, sandal-type shoes are in 
steady demand by retailers, and producers of this type of 
footwear have little to complain about. All price ranges 
and all styles, even the most extreme, are in demand. 

Looking beyond the next few months, the long term pic- 
ture seems to be secure to local manufacturers. None of 
them could be found who felt that coming Presidential 
elections would have any effect on their business, None 
of them felt, either, that reported recessions in certain 
heavy manufacturing lines would be felt out here. The 
common opinion is that the Southern California area is 
showing such a steady and full growth (according to latest 
census, 1000 new permanent residents per day) that slack 
times in the rest of the nation would have to be pretty 
severe before they were reflected out here. 

Manufacturers also feel confidence in their fall mer- 
chandise and its appeal. Buyers from the stores seem to 
he particularly interested in the new throat treatments. 
Throat interest will be heavy, with cut-down lines shifting 
the “barefoot look” that was formerly found in open heels 
and toes to this new location. Blacks are, of course, num- 
ber one, but browns and taupes will be strong. Increased 
use of elasticized fabrics will also provide a new note. 
Elasticized sides, coupled with vanishing top lines and a 
vamp line running far foreward, are also seen in many 
sample rooms. 

Vinyl remains very much in the picture and many sharp 
manufacturers are now willing to declare that it has earned 
itself a place as a standard material that will be around 
in various forms for many years to come. 
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What Retailers Think 
About Store Operating Costs 


[CONTINUED FROM PAGE 45] 


nine-13 per cent range. However, a 
very interesting point is that most of 
the answers were admittedly estimates 
rather than based on an accurate check 
on this particular cost. Conversely, if 
a shoe manufacturer were to “estimate” 
his making costs rather than having 
them figured down pretty much to the 
penny, he’d soon be out of business. 


Question 7: What percent of the per- 
customer sales made in your store are 
extra-pair or multiple pair sales? In 
short, if 100 customers buy shoes, do 
you keep a count on how many of these 
customers buy more than one pair? 

Here again the replies were in the 
form of estimates rather than in a 
factual, recorded count. According to 
these estimates, about one in every 10 
customers is an extra-pair sale, with 
the other nine being single-pair sales. 
Some stores average as low as three 
per cent, with others averaging as high 
as 15 per cent. 

Two significant facts rise from this 
question; first, the great majority of 
retailers don’t know for certain what 
percentage or number of their custo- 
mers buy more than one pair—and 
hence miss out on one important “mea- 
surement” factor which can give an 
insight into the sales efficiency of their 
salespeople. 

Second, if the estimate of one-out- 
of-ten is accurate and indicative, it 
reveals a tremendous opportunity to in- 
crease multiple-pair sales. Here, a 
challenging question can be posed to 
all shoemen: What should be considered 
a good, “normal” level of extra-pair 
sales per 100 customers? Ironically, the 
industry is constantly talking extra- 
pairage sales, yet has no gauge by 
which to say a certain percentage is 
good, poor or mediocre. 


Question 8: What percentage of per- 
sons who buy shoes in your store also 
buy additional merchandise (hose, 
handbags, findings, etc.) at the time of 
the shoe purchase? 

Once more, most of the retailers keep 
no check or accurate count on this. 
Their answers are admittedly estimates. 
And the panelists estimate that about 
25 per cent of their customers who buy 
shoes will also buy other merchandise 
at the time of purchase. Some stores 
average as low as five per cent of 
extra-merchandise sales per 100 custo- 
mers, while other will go as high as 
50 per cent. 


Question 9: Have you ever made a 
reliable check on average sales time 
spent per customer? If yes, what does 
it average? 

Amazingly, 91 per cent of the shoe 
retailers do not know for sure, based 
on a check, the average sales time 
required to sell a pair of shoes per 
average 100 customers. Of the nine 
per cent who have made a check on 
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selling time, they find that it requires 
from 15 to 20 minutes per customer, on 
an average. The irony of this finding 
is that selling time is time paid for 
by the store; in short, an operating 
cost. Yet it is evidently a cost which 
is “hidden” and vague. Nevertheless, 
store requiring an average of 15 
minutes per sale as against another’s 
28 minutes, obviously has a better 
turnover and sales record, and a lower 
selling cost per pair. 


Question 10: Do you keep a record 
of “walkouts”—prospective customers 
who fail to buy? If yes, do you also 
keep a record of why they fail to buy? 

The replies: 78 per cent xeep no such 
records, while 22 per cent do. Of those 
who do keep a record of walkouts, less 
than half keep a check as to the why 
of the walkout. 

This again is revealing. A record of 
the percentage of walkouts per 100 
customers who enter the store—and a 
record of the “why” of the walkouts 
—can prove invaluable for the store 
in determining weak spots in the sales 
setup. Is it store policy that’s at fault, 
or the prices, or the salespeople, or the 
lack of styles and sizes, or the quality 
of merchandise, or other factors? How 
can a store determine this without a 
checkup on the facts behind the walk- 
outs? 


Conclusions 


What are the solutions for cutting 
or holding operating expenses for shoe 
stores? A large number of the retailers 
selected the obvious path — higher 
markups. Nevertheless, despite all the 
hue and cry for better markups, few 
retailers have actually taken the step. 
Most who haven’t cite the same reason: 
competition. It does seem clear, how- 
ever, that operating costs have risen 
appreciably, but without a compensat- 
ing rise in markups. No one has the 
what-to-do answer to this except the 
retailers themselves. 

Other retailers cited the rising prob- 
lems resulting from the growing multi- 
plicity of colors and styles which 
complicate inventories and operating 
costs. Others plead for more help from 
manufacturers, such as in advertising, 
dealer aids, promotions, etc. Still others 
say the real problem lies in reducing 
the enlarging percentage of mark- 
downs, And there are those who believe 
the answer lies simply in cutting sales 
personnel, 

What strikes us as somewhat re- 
markable is the popularity of either 
of the two extremes: on one hand to 
raise markups and prices to counter- 
balance cost increases; or to slash 
certain cost areas—such as sales per- 
sonnel or advertising—which at the 
same time jeopardizes the very sales 
volume needed to counter-balance ris- 
ing costs. In both instances it can lead 
to the diminishing law of returns—on 
the one hand through a steady rise in 
prices that hurts sales, and in the 
other to a type of cost-cutting that 
injures volume and services. 
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porations rose by $15 billion to an es- 
timated $190 billion. Expansion of 
gross property, plant and equipment 
amounted to nearly $8 billion. 

Compared with 1954, all major in- 
dustries had higher profits after taxes 
in 1955. Durable goods industries made 
a 43 per cent profit increase, as op- 
posed to 25 per cent for nondurable 
goods lines. Iron and steel, nonferrous 
metals, motor vehicles and equipment, 
furniture, and lumber and wood prod- 
ucts groups registered gains 50 to 80 
per cent above the 1954 marks. 

All principal industries except for 
the instrument category boosted their 
sales in 1955, compared with 1954. 
Iron and steel firms raised sales 32 per 
cent; primary nonferrous metals sales 
advanced by 23 per cent; and motor 
vehicle and equipment sales were 29 
per cent higher than in the previous 
year. 

Cash dividend payments by corpora- 
tions, recorded at $5.9 billion in 1954, 
climbed to $6.8 billion in 1955. Profits 
after taxes moved up from 4.5 cents to 
5.4 cents per sales dollar. Retained 
earnings after dividend payments 
reached a record $8.3 billion. 





Rubber Company Celebrates 
100th Anniversary 


[CONTINUED FROM PAGE 49] 


product developments. When he died, 
his son Horace H. Tyer took over active 
management. The company’s capital 
structure has since been reorganized 
and it is no longer a family affair, but 
Henry G. Tyer, grandson of the 
founder, served as its president from 
1917 to 1922. Since then the company 
has found equally capable direction and 
has continued its growth under such 
presidents as Myron H. Clark, S. W. 
Bartlett, Hugh Bullock and W. E. 
Brimer, who is president today. 





Shoe Stores Join Park Plan 


PROVIDENCE, R. I.—Fifty-seven spe- 
cialty stores in downtown Providence 
have announced a co-operative parking 
plan whereby the first hour will be pro- 
vided free with a purchase of two dol- 
lars or more from a member store. 

This offer applies to any one of 87 
parking lots in the downtown area. 
Lots and garages cooperating in the 
plan are identified by signs reading 
“Downtown Providence Parking Plan,” 
in all member stores. 

In the shoe field, member stores in- 
clude Bette Rand, W. T. Grant Com- 
pany, Health Footwear, Inc., Kays-New- 
port, J. J. Newberry Company, Selby 
Shoe Store, both Sterling Shoe Stores. 
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—Trade Trends 


RISING SIGNS OF "PRICE RESISTANCE” IN 
SHOE BUSINESS. Not so much from consumers as 
from retailers. Many chains adamant in refusing to buy 
at higher prices. Increasing number of independent and 
department store retailers joining the holdout parade. 
Many are in a position to stand pat—at least for a 
while, what with adequate inventories, chilly-spring 
carryover stock, and general attitude of caution. 


MANUFACTURERS ADMITTEDLY WORRIED. 
Sorely pressed by upped costs and hair-thin profit out- 
look, they need better margin. At same time, most face 
decline in output due to lower demand—natural after- 
math of long-time peak production and now ample 
retail inventories. Some manufacturers, despite pre- 
viously announced higher prices for fall, reported 
selling at “old” prices. How long this to last depends 
on rate of consumer buying to whittle away at retail 
stocks. Most observers see this as short term. 


THE AFTER-THE-FOURTH WAVE OF SUMMER 
SHOE MARKDOWNS ABOUT TO BEGIN (some 
got off to a start in mid-June.) More and more voices 
sounding out that summer markdowns are starting too 
soon. Lots of business available at regular prices during 
10-week period, July through Labor Day. Studies show 
56 per cent of families spend vacation at home. During 
average summer week at least one family member home 


in 95 per cent of all households. 


MERCHANTS IN SOME CITIES HAVE PUT ON 
MID-SUMMER PROMOTIONS — AT REGULAR 
PRICES— with appreciable success. Last summer 
Macy’s showed 12 per cent boost in summer-wear 
apparel, via promotion. Studies show “summer dol- 
drums” more mythical than factual. Selling letdown by 
merchants leaves consumers without incentives to shop. 


AS TO MARKDOWNS, NOTE THIS VERY IN- 
TERESTING STUDY by Duquesne University and Bet- 
ter Business Bureau of Pittsburgh. “Reductions in 
price” greater than one-third are “disbelieved” by 80 
per cent of public. Markdowns advertising alleged 
savings of 50 per cent or more are distrusted by 95 
per cent of public, On other hand, price cuts of 20 per 
cent are trustingly accepted by 80 per cent of public. 
The moral; markdowns can be overdone. 


DOWNTOWN VERSUS OUT-OF-TOWN SHOE 
BUSINESS NEEDS A HARD SECOND LOOK FOR 
PROPER APPRAISAL. Out-of-town shoe buying (sub- 
urban areas, shopping centers, etc.) continues as a 
strong trend, Nine of 10 new shoe chain stores opening 
in out-of-town areas, continue to draw business away 
from downtown stores. Department stores also opening 
shoe branches outside. Some independents doing same. 
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BUT OUT-OF-TOWN AREAS DEFINITELY NOT 
FAVORABLE FOR ALL TYPES OF SHOES. Surveys 
show that best shoes are children’s, women’s casuals, 
playshoes and some basics; and some in women’s lower- 
priced style footwear. But downtown stores still hold 
firm grip on almost all men’s shoes; on women’s high- 
style; on corrective and comfort shoes. 


IN SOME CITIES, DOWNTOWN MERCHANTS 
HAVE BANDED TO COMBAT OUT-OF-TOWN 
SHOPPING TREND via special sales, more convenient 
store hours, promotions, aid from expanded parking 
areas, etc. Some observers feel trend is nearing satura- 
tion point, now ready to stabilize. Some department 
stores feel that with outside branches they’re actually 
competing with themselves, with little net gain. 


SHOE WHOLESALERS, ALONG WITH WHOLE- 
SALERS IN ALMOST ALL FIELDS, MAKING 
STRONG COMEBACK. Report prepared by University 
of Illinois, based on preliminary Census Bureau figures, 
shows that from 1939 to 1954, all wholesale trade 
combined has risen 326 per cent; number of wholesale 
merchants up 347 per cent. Both of these increases are 
better than the rises over the same period in retail 
trade (304 per cent) and gross national product (296 
per cent). 


WHOLESALERS STARTED TO GET SOME 
RUGGED TREATMENT IN THE TWENTIES, by the 
late Thirties had lost ground appreciably as the chains 
and manufacturers dug into their markets. But in the 
post war era the wholesalers made a hefty comeback by 
streamlining their services, stocks and costs and put 
themselves back in strong competitive position, where 
they now stand, 


IT'S NOW ESTIMATED THAT MANUFACTUR- 
ERS SELL 15 TO 25 PER CENT OF THEIR OUTPUT 


through the nation’s estimated 700-800 shoe whole- 
salers. The number of shoe wholesalers has risen from 
335 in 1939 to 645 in 1948, up 92 per cent. It’s ap- 
preciably higher now. Shoe wholesalers’ sales were re- 
ported at $250 million in 1948, are estimated at well 
over $300 million today, However, many are one-man 
operations, and the largest employs only about 150. 
Wholesalers’ profits are among the lowest in shoe busi- 
ness, in recent years averaging between one and two 
per cent net. 


ONE OF THE CHIEF GROWTH FACTORS BE- 
HIND SHOE WHOLESALING has been the continu- 
ing postwar trend toward in-stock facilities. And 
fundamentally, wholesaling is an in-stock business. 
Thus, shoe retailers’ demand to do more and more of 
their business out of in-stock has not only required 
manufacturers to set up such facilities but has proved 
a boon to the wholesaler, 
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Fall Footwear with 
Promotional Merit 


[CONTINUED FROM PAGE 37] 


on a promotion, it is important to use 
every conceivable avenue of publicity 
to put it across. Contact the fashion 
editor of the newspaper in which you 
place the bulk of your advertising .. . 
inform her of the “exciting story” you 
plan to unfold before your customers 

- and assuming you have picked a 
newsworthy subject, ask for an oppor- 
tunity to present this story before her 
for editorial consideration. 

In your advertising campaign, sell 
the shoe news along with the brand 
name or names. In your window dis- 
plays, if possible, illustrate how the 
shoe coerdinates with current ready-to- 
wear. Repeat your fashion theme in 
attractive interdepartmental displays. 
Above all, don’t disgard your promo- 
tion too hastily, or let it be overshad- 
owed by another promotion before it 
has an opportunity to take hold. Hor- 
rible as repetition may seem to many, 
it’s the basis of success in most ad- 
vertising and promotion schemes. 

There is no dearth of ideas for fall 
footwear promotions. Consider some 
of these in the light of your store’s 
fashion policy: 

THE YEAR OF THE HEEL... 
When the history of shoe fashion is 
brought up to date, 1956 may well go 
on record as the “Year of the Heel.” 
In shape and in decor, the heel has 
been and continues to be the focal point 
of designer attention. For fall, carved, 
jeweled, tooled leather, gilded and plas- 
tie styles appear in new dress. Stitched 
or perforated heel treatments echo the 
vamp motifs in many collections. In 
shape, heels are thinner and thinner 
but be sure to tell customers of their 
new construction . . . unbreakable, all- 
plastic molded types as well as half- 
plastic-half wood, two-piece heels which 
give firmer foundations to all types of 
heel decors. Promote, too, the wide 
variance in heel heights. Make up your 
own wheel of heels, based on your 
stock. 

FUR AT HER FEET ... this is one 
of the most exciting texture stories you 
can tell your customers. It is a story 
that unfolds around footwear created 
of broadtail kid, skunk, brushed yearl- 
ing and the long-haired “Top Hat.” 
These leathers truly have the look of 
fur and therefore the look of sheer 
luxury that all women crave. This is a 
fashion story editors will love; a fash- 
jon story that can’t help but attract 
customers, How about a butler holding 
a shoe on a tray saying “Your furs, 
madame!” 

TAUPE, THE MUTED NEUTRAL 
- + . this is a promotion that is cer- 
tainly for some stores, not for others, 
For those who have bought taupe, an 
explanation to consumers is certainly 
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necessary. Play it as the season’s 
Highest Fashion color family . . . tell 
how these browns, coated with dust, 
complement black, the taupy browns 
so popular in ready-to-wear and many 
of the new greens and blues. 

HISTORY REPEATS ITSELF ... 
play taupe or any color you prefer to 
emphasize the spat and ghilly tie foot- 
wear fashions returning to favor. 
These styles definitely take two tex- 
tures of one color, or contrasting colors. 
Spats and ghilly ties both reflect old- 
fashioned gentility . . . a fashion mood 
widely circulating these days. 

THE SHOEMAKER’S ALPHABET 
. . . the A-line, the V-line, the U-line, 
all are fashionable silhouettes for fall. 
The A-line is volume, the V and U 
more limited. Play one by using one 
of your brand names “——————_—— 
puts the A in the Shoemaker’s Alpha- 
bet,” or play several styles to express 
the entire footwear alphabet. 

STEPPING IN “HIGH SOCIETY” 
. .. the forthcoming release of Grace 
Kelly’s last movie, “High Society,” in 
your particular city could be a timely 
promotion tie-in with your dressy foot- 
wear. Do promote cocktail and evening 
ashions in late September if your’s is 
a city operation. There is an upsurge in 
formal dressing and events demanding 
such attire take place as early as Oc- 
tober. Evaluate your own local situa- 
tion on this score. 

SWING THAT SLING! ... with the 
fashion spotlight swinging away from 
the halter, promote the many varia- 
tions on the sling. Many women are 
eager for this style-return; make sure 
they know about it. 

THE CLING PUMP ... with elas- 
ticizing stretching the fashion point. 
Elasticized quarters are textured like 
tweed, like faille and satin, even in- 
corporate the Midas touch of geld for 
evening wear. While these quarters 
have as their strong selling point 
smooth, glove-like fit, promote them too 
as FASHION ... elasticizing furthers 
the slender, patrician look. 

MIDAS TOUCH . . it can put 
magic in shoe sales. Plan lavish dis- 
plays of gold-touched footwear in com- 
bination with gold jewelry and other 
accessories. If possible, coordinate the 
footwear with Orientally-inclined 
ready-to-wear. 

THE CARACO BUCKLE on the 
quarter of a shoe compliments the 
Caraco jacket of ready-to-wear collec- 
tions . . . lower Backlines ... cash- 
mere-with-calf suit pumps to tie-in 
with the steady popularity of cashmere 
sweaters ... the widespread use of 
buckles, bows and buttons . . . walking 
sandals for town and suburbia .. . citi- 
fied flats for town wear... provincial 
leather finishes to reflect the Early 
Americana trend in ready-to-wear... 
these and many other fashions have 
promotional possibilities, depending, of 
course, upon your store’s fashion phil- 
osophy. 


Children Are People 


[CONTINUED FROM PAGE 41] 


quickly and give him a personal greet- 
ing when he comes in for the next pair. 
The importance of this personalized 
treatment is strongly stressed by 
Gluckman, who points out that children 
respond even more quickly than their 
elders to the personal touch. 

Appeal to the mothers is something 
else again. Here is where his long 
experience in the shoe business comes 
into play. Fit is all important and no 
new employe is allowed to complete a 
sale without some older hand checking 
the fit and comfort of the shoe. This 
rule holds no matter how long the floor 
man has been in the shoe business, 
until such time as the store manager 
is satisfied that the man understands 
the store’s rigid requirements. Gluck- 
man’s whole philosophy of business is 
geared to the idea of “keep them com- 
ing back year after year—never mind 
the one time sale.” 

Quality and style come closely after 
proper fit. Operating in the better dis- 
tricts, as Gluckman does, his patrons 
want good things and are willing to 
pay what they have to in order to get 
them. This doesn’t mean that the sky’s 
the limit but it does mean that cheap 
things won’t go. Quality must be good 
and style up to the minute or the shoe 
stays on the shelves unsold. 

A big reason for the year-after-year 
trade Gluckman enjoys is that his 
establishments operate their own ortho- 
pedic correction shop. The shop itself 
is operated at a definite loss, but bal- 
anced against the trade it brings in, 
Gluckman feels it is a very important 
part of his business. He estimates that 
25 per cent of the children need correc- 
tive fitting of some kind and his being 
able to supply it quickly is one of the 
things that brings the customers. He 
is very careful about this part of his 
business, however, and no corrective 
work of any kind is done without a 
doctor’s prescription. Mis workmen’s 
skill in such matters, plus his caution 
in never letting his establishment be 
drawn into a position of advising or 
prescribing corrections, has caused 
many physicians in the areas around 
his stores to recommend that their 
patients make purchases there. 

Of the shoe business in general, 
Gluckman feels that its selling methods 
are far behind the times and a fresh 
approach is needed. Shoes as an item 
of pleasure and prestige are not being 
sold to the public, he thinks, and much 
more promotion with the public on an 
industry level is needed. 

“Take automobiles as an example,” 
he says, “the car manufacturers pre- 
sell their new models directly from De- 
troit before they ever reach the retail- 
ers. Ownership of a new model is iden- 
tified with success, with social accepta- 
bility. So tremendous has been their 
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Record Shoe Sales 
for Second Half of 1956 


[CONTINUED FROM PAGE 43] 


year 1955 took place in the secoad half 
of 1955, with July, August and Septem- 
ber particularly surpassing or equaling 
the best records shown for previous 
years. 

This indicates that it will not be easy 
to top the record of the third quarter 
of 1955, but the board believes that with 
adequate ingenuity and promotional ef- 
fort the industry can exceed it, gaining 
over-all about three per cent in the sec- 
ond half of 1956 over the similar period 
of 1955. 

High as the proportion of sales was 
for the second half of 1955 (it was 
53.1 per cent, compared with 46.9 per 
cent for the first half of 1955), it was 
a little under the 1954 showing. In the 
second half of that year the proportion 
of sales reached 53.7 per cent, com- 
pared with 46.3 per cent done in the 
first half of 1954. In 1953 the second 
half showed 52.8 per cent of the total 
year’s business done in retail shoe 
stores, compared with 47.2 per cent 
done in the first half of 1953. 

The 1952 spread was more extreme, 
with 53.9 per cent done in the second 
half and only 46.1 per cent in the first 
half. In 1951 it was 50.2 per cent in 
the second half and 49.8 per cent in the 
first half. Even in 1950, when dis- 
tortions were caused by the Korean 
War, the sales ratios were closer to 
normal than in 1955. The second half 
of 1950 shows 52.3 per cent of the 
year’s total business and the first half 
47.7 per cent. An even split of 50 per 
cent each took place in 1949 for both 
halves, while the first year shown, 
1948, ran a proportion of 51.4 per cent 
for the second half and 48.6 per cent 
for the first half. 

In any case, the board’s consensus 
points to a very active second half of 
1956. It is felt that the shoe industry, 
with all the favorable factors detailed 
in preceding paragraphs, is likely to 
gain in the constant inter-industry bat- 
tle for a larger share of the consumers 
dollar. This had been a losing trend 


for years, but there have been new 
styling and stepped up advertising, 
promotion and selling of the great, 
vital, improving products of the vast 
footwear industry. 

Most significantly, the shoe industry 
ties in closely with the broad trends of 
events in the economy and the conse- 
quent results on the consumer’s buying 
power. In that regard, the board feels 
optimistic, with consequently favorable 
indications for the shoe industry. 

Wages and salaries, disposable per- 
sonal income, liquid-asset margin over 
debts, employment, plant and equip- 
ment expansion plans and similar eco- 
nomic factors reveal a strong buying 
base. The board visualizes employ- 
ment now about 1,000,000 higher than 
the record 64,994,000 total for that 
time of year in July, 1955. 

The advance in wages goes on 
strongly; average weekly earnings in 
all manufacturing are now about three 
dollars a week above the $76.21 figure 
of July, 1955, which in turn was at an 
all-time-high record for any mid-year 
total. 

Disposable personal income, as the 
accompanying chart shows, is in an 
impressive uptrend, besting even the 
World War II and Korean War-stimu- 
lated records. In the first half of 1956, 
the annual rate of personal disposable 
income surpassed $276,000,000,000, a 
rise of more than $12,000,000,000, or 
4.5 per cent over the previous record 
for this half in 1955 ($264,000,000,000 
in the first six months of 1955). Per 
capita disposable income, also shown 
in the charts, is rising, too, having at- 
tained in the first half of 1956 a new 
peak of over $1,660 for every man, 
woman and child in the U. S., com- 
pared with $1,605 in the first half of 
1955. 

In addition to the record-breaking 
amounts of present and prospective 
earnings of consumers in the aggregate, 
the financial condition of the general 
public is good. Individuals throughout 
the nation now own a total of over 
$410,000,000,000 estimated by the board 
of such financial assets as cash, 
bank deposits, savings and loan shares, 
insurance and government securities. 
That compares with $402,000,000,000 
at the end of 1955, $398,300,000,000 at 





MONTHLY SALES PERCENTAGE OF TOTAL YEAR 


MONTH 1948 1949 1950 1951 1952 1953 1954 1955 
January 65% 6.9% Ew See ® ge 7% OAK” OC UAKR ORG 
February 5.9 6.0 5.8 6.2 5.4 5.3 5.7 5.3 
March 10.0 8.0 8.4 10.3 7.5 8.7 6.8 7.3 
April 8.3 11.5 9.8 7.5 9.7 8.6 10.2 10.4 
May 8.9 8.6 8.6 8.9 9.1 8.9 8.4 8.8 
June 9.0 9.0 8.9 9.2 8.7 9.3 8.8 8.9 
July 74 6.6 75 7.0 74 7.5 7.6 7.6 
August 6.7 6.7 75 7.1 8.0 7.4 7.1 7.5 
September 9.3 9.2 9.6 9.0 9.7 9.6 9.5 9.8 
October 8.8 8.3 8.2 8.4 8.9 9.1 9.1 8.9 
November 79 7.8 7.9 79 8.5 79 8.5 8.2 
December 11.3 11.4 11.6 10.8 11.4 11.3 19 11.1 
TOTAL 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 


July 1, 1956 





the end of 1954, $379,900,000,000 at the 
end of 1953, $360,400,000,000 at the 
end of 1952, $340,100,000,000 at the end 
of 1951 and $324,300,000,000 at the end 
of 1950. 

Individuals of this country also own 
about $300,000,000,000 worth of cor- 
porate bonds and stocks. Combined 
with the $410,000,000,000 of other as- 
sets mentioned in the preceding para- 
graph, the total exceeds $700,000,000,- 
000, or more than 300 times the annual 
sales of all the shoe stores in the U. S. 

Liquid cash items of individuals 
alone have been mounting steadily; 
currency and bank deposits now exceed 
$160,000,000,000, compared with $158,- 
000,000,000 at the end of 1955, $154,- 
500,000,000 at the end of 1954, $147,- 
700,000,000 at the end of 1953, $142,- 
900,000,000 at the end of 1952, $136,- 
100,000,000 at the end of 1951 and 
$130,100,000,000 at the end of 1950. 

The other side of the balance sheet 
—debts—has been the subject of criti- 
cism and pessimism, but when viewed 
in the full perspective of assets vs. 
liabilities it does not look bad. Indi- 
viduals’ mortgage debt and consumer 
debt exceeds $100,000,000,000, consist- 
ing of about two-thirds mortgage debt 
and one-third consumer debt. That is 
up from $97,000,000,000 at the end of 
1955, $90,000,000,000 at the end of 
1954 and from $53,600,000,000 at the 
end of 1950, but this is merely a logi- 
cal rise in such debt and is not con- 
sidered by the board to be at all out 
of proportion to the rise in gross na- 
tional product and income. 

Net equity of all individuals thus is 
around $600,000,000,000 (financial as- 
sets less liabilities), which is close to a 
record high of savings, representing 
another element of a strong base for 
increased sales of shoes as well as 
many other useful and attractive prod- 
ucts of the nation’s factories. Actually, 
the board believes the large totals of 
reserves in many instances as far be- 
yond a necessary level, it being eco- 
nomically reasonable to endeavor wean- 
ing away some of these funds through 
increased and ingenious advertising 
and selling. 

In a favorable, stimulating uptrend 
is the net working capital of American 
corporations, a situation conducive to 
heavier expenditures for expansion, 
new product financing, advertising pro- 
motion and research. Net working cap- 
ital of U. S. corporations now approxi- 
mates $106,000,000,000, compared with 
$103,600,000,000 at the end of 1955, 
$95,800,000,000 at the end of 1954, $92,- 
600,000,000 in 1953, $90,100,000,000 in 
$1952, $86,500,000,000 in 1951 and $74,- 
250,000,000 in 1950. Total current as- 
sets of about $215,000,000,000 are more 
than double all current liabilities, and 
cash items alone exceed $56,000,000,000. 

This strong condition of business- 
men’s finances helps explain the pres- 
ent record-smashing expenditures for 
new plants and equipment and the con- 
fident plans expressed by officials of 
many leading companies for exception- 
ally heavy expansion in the relatively 
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near future. This is a very strongly 
stimulating factor to business and 
therefore to incomes and spending for 
shoes. 

Reflecting the vast tide of prepara- 
tion for bigger future business, the 
board anticipates a new high of about 
$35,000,000,000 expenditures this year 
for new plant and equipment by Amer- 
ican industry. That would represent 
‘ the great jump of more than $6,000,- 
000,000 over the $28,700,000,000 total 
of such expenditures for the year 1955, 
which, in turn, was at a record high. 
For further significant perspective, in 
1950 these totals were $20,600,000,000, 
and in 1939 they were $5,510,000,000. 
The actual total figure for 1939 is less 
than just the anticipated gain of 
$6,000,000,000 in 1956 over 1955! 

Obviously, business is gearing for a 
high-level economy ahead. Even these 
totals do not include many other im- 
pressive potential stimuli, such as the 
vast expansion needed in new high- 
ways, new schools, churches, hospitals, 
homes, sanitary and sewage systems, 
recreational facilities and related items 
necessary for a dynamically expanding 
population. 

This great population growth augurs 
very well indeed for the future of the 
shoe industry. Our population is now 
about 168,000,000—far above the totals 
which most vital-statistics analysts had 
thought possible in forecasts of several] 
years ago. It represents a jump of al- 
most 17,000,000 people, or about 11 
per cent, since the 1950 Census. This 
is the equivalent of adding to our 
national market another Alabama, an- 
other Louisiana, another Kentucky and 
another state of Tennessee. 


In a few months our population will 
surpass 170,000,000, which would com- 
pare with 166,738,000 at the beginning 
of 1956, 163,930,000 in 1955, 161,107,- 
000 in 1954, 158,434,000 in 1953, 155,- 
790,000 in 1952, 153,072,000 in 1951 and 
151,132,000 on the April 1, 1950, Cen- 
sus date. In the six-year period since 
1950, some 24,000,000 babies were born. 
The next 12 months will see another 
4,000,000 or more births. In this same 
period the number of immigrants in- 
creased by over 1,700,000, while only 
about 9,000,000 people died. A de- 
creasing death rate reflects strides of 
the chemical and medical professions in 
developing new antibiotics, vaccines, 
methods of treatment and other re- 
searches likely to result in reducing the 
death rate still further and thus main- 
taining customers for the shoe industry. 

Under the various aforementioned 
stimuli, gross national product (total 
spent for all goods and services) is ad- 
vancing steadily to a new high. It is 
reaching for a maximum this year of 
$400,000,000,000, compared with $387,- 
200,000,000 in 1955, $360,500,000,000 in 
1954 and $285,100,000,000 in 1950. In 
1939, for contrast, it was only $91,- 
100,000,000! 

Thus, despite the temporary decline 
in automobile sales and home building 
and the over-inventoried position of 
some industries, such lines as plant and 
equipment building, office building, rail- 
road equipment manufacture, road 
building and others are serving to buoy 
the economy and increase the purchas- 
ing power of the population to favor- 
able potentials for the shoe business in 
the remainder of this year. 


Children Are People 
[CONTINUED FROM PAGE 66] 


success that to own an old car, no mat- 
ter in how good condition, is almost to 
admit being a failure. 

“We in the shoe industry could 
utilize something of this approach. We 
should teach the public that the cor- 
rect shoe wardrobe is as important to 
the appearance as the right clothes.” 

Gluckman feels that particularly in 
men’s shoes there is a big educational 
job to be done. “The average man may 
spend 50 dollars a year on haircuts 
alone. For shoes, he spends half that. 
Yet if the proper selling job were done, 
he could be taught that shoes are at 
least as important to his appearance as 
his hair.” 

He feels that a nation-wide promo- 
tion in consumer journals, such as is 
now being planned by the industry, 
could be financed by a trifling contribu- 
tion from each manufacturer; only a 
cent or two per pair would provide a 
war chest of five or more million dol- 
lars. He suggests this money be spent, 
among other things, to finance a top- 
flight television show which would de- 
vote its commercial time to “teaching 
America the values they get in shoes, 
the benefit that comes from a properly 
fitted pair, the better and longer wear 
received from owning more than one 
pair—the plain facts that are known 
to every member of the industry but 
are completely unknown to the public 
at large. 

“The only way to make the ‘shoe 
wardrobe’ a reality is to go directly to 
the public and glamorize shoes,” he 
says. 





Review of the 
Retail Trade 


[CONTINUED FROM PAGE 59] 


Men’s shoes were especially slow- 
moving. Considerable demand for 
light weight types with rubber soles, 
and some summer sports shoes, espe- 
cially nylon meshes, was noted. 

In the women’s fashion shoe field, 
summer shoes were just beginning to 
move, with whites and pastels leading. 
Casuals—especially raffia—and spec- 
tators were doing well. The new 
vanilla shade was strong in leather 
casuals. Significantly, merchants are 
not stressing promotions because of 
the late season, and usual dating of 
summer sales early in July. 


CASUALS SELL FAST 
IN BALTIMORE 


IT was obvious, by the end of the 
first week in June, that there was a 
wild stampede for casual footwear in 
Baltimore’s larger department store 
shoe sections. One shoe buyer claimed 


50 per cent of his volume turnover 
could be attributed to this type, espe- 
cially in the sabot style from $2.99 
to $6.95. A listing of Baltimoreans’ 
preferences for the period would in- 
clude white raffia (No. 1), natural 
raffia (No. 2) and black raffia (No. 
3) at from $5.99 to $10.95. 

Also in the buying picture were 
casuals made of white leather, some 
pink leather, some natural leather 
(the new vanilla color—a very light 
beige) at $3.95 to $12.95. U. S. Ked- 
ettes, for lounging and hot weather 
comfort, also vacations, were moving 
rapidly from $3.95 to $4.95 in red, 
black, beige, navy blue and white 
fabrics. 

White linen opera pumps in both 
high and medium heel at from $8.95 
to $14.95 and spectators in tan and 
white and blue and white in high 
and medium heels from $9.95 to 
$16.95 were showing good selling 
activity. 


However, adversely, dress shoes 


were slow in selling. There seemed 
to be no interest in suedes and straw 
dress shoes, and very little interest in 
patent footwear. 





Shoe buyers looking ahead to the 
August, September, October period 
were already planning their back-to- 
school and college promotions and 
specialties of the fall season for high- 
lighting. 

Talks with buyers indicated that 
back to school and college footwear 
pointed up would be loafers to be 
priced at $6.95-$9.95 and saddles at 
$8.95. 

One store buyer plans to publicize 
his back to school and college pro- 
motion around the middle of August. 
“We'll feature black suede, also the 
medium heel. 

“There'll be a few higher priced 
shoes at $18.95-$35.95 in the new 
plush leather. The newness will be 
in materials for fall. We'll show a 
polished textured leather from $12.95- 
$33.95 as our No. 1 feature. For No. 
2 we'll be showing Deldi calf from 
$19.95-$35.95. That’s the new plush 
leather. Deldi is actually a continua- 
tion of the Corkette in a fall version, 
which is thicker in nap. We'll have a 
few shoes in that and we'll also fea- 
ture in several price ranges a wine 
calf shoe.” 


Boot and Shoe Recorder 




















Shoe 


News 





Milwaukee Show Apathy Laid to Retailers 





Show Spokesmen Also Score Retailers for Their Lack of Support 
for National Shoe Institute’s Nationwide Shoe Promotional Efforts 


By VIVIAN ANDERSON 


MILWAUKEE——Despite the apathy on 
the part of many Milwaukee shoe re- 
tailers towards the Milwaukee Shoe 
Show held at the Plankinton House, 
May 20, 21, 22 and 23, manufacturers’ 
sales representatives and exhibitors 
said they are well enough pleased with 
results to have another and bigger 
show here next May. Buying was any- 
thing but brisk and most of the busi- 
ness came from out-of-the-city dealers 
with the exception of several large shoe 
stores or departments here. 

“You can’t attract national shoe lines 
unless retailers cooperate,” declared a 
spokesman for the show. “These shoes 
are trucked up here and shown for the 
benefit of the retailer so he can see an 
entire fall line, not the few samples 
we carry to his door in six or seven 
grips. If a merchant is in a rut, it’s 
his own fault. He hasn’t been on his 
toes and hasn’t kept abreast of what’s 
going on in changing fashions. We’re 
not even asking him to buy now, be- 
cause of his heavy spring inventories, 
but we certainly would like to have 
him look and see what we are offering.” 

Another spokesman attributed the 
small interest in the show on the part 
of Milwaukee retailers to the lack of 
a good retail organization to coordinate 
activities and get behind promotions 
and shows, whether it’s in shoes, ready- 
to-wear or. other things. Milwaukee 
has been slow for many years in co- 
operating in nation-wide promotions 
and with a few exceptions, shoe retail- 
ers take little part in National Shoe 
Institute projects to sell more and bet- 
ter shoes, 

Women’s and children’s fall fashions 
predominated at the show. Trends seen 
from buying at the show and from re- 
cent sales in the Middle West for fall 
show a stronger position for halters, 
but better-fitting halters with scooped 
heelstraps or metal side clips. Sweater 
pumps and shell pumps are still the No. 
1 seller and there is growing demand 
for modified Italian throat, especially 
in the young women’s lines. Slimmer, 
tapered heels and tapered wedgies ex- 
tending into the “mamma’s lines” are 
sure to be big sellers in the Middle West 
in the fall. Mid-heels are best in this 
part of the country, but they are slim 
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and ofttimes curved. Vinyl is growing 
in importance daily and dainty dress 
styles with black suede are being 
stocked heavily. 

There was much activity in one room 
where red calf and black suede and 
brown calf with toast suede combina- 
tions were shown in pump and strap 
styles with matching bags. 

One exhibitor displayed older ma- 
trons’ shoes in a progressive exhibit, 
showing the evolution from the plain, 
lace shoe of 10 years ago to the fash- 
ionable matron’s shoe of today, with the 
same comfort features but in weight, 
style and heel shapes similar to high- 
fashion dress lines. A strong number 
in this line is a stylized button design 
with slimmer heels, which extends into 
extra widths and lengths. 

Nurses’ shoes have added comfort, 
light weight and appearance, with 
three-lace moccasin toe selling first, 
crepe soles in second place and white 
loafers and a lace shoe with 12/8 heel 
in third place. In casuals, suit and 
sports wear, soft textured leathers are 
in demand, glove leathers and bucks 
rather than the plain smooth leathers. 
Light tans and gray were running right 
behind black in this category. One firm 
reported that camel shade is fast be- 
coming a 12-month-a-year color in II- 
linois, Michigan, Minnesota and Wis- 
consin. “Softly tailored” is the by- 
word in the entire suit and sportswear 
picture. 

Black is selling well for fall in men’s 
shoes, but the big story in this section 
of the country will be cordovan, sev- 
eral representatives said. Unbleached 
cordovan, retailing at around $15, is 
gaining in popularity, and suedes are 
coming back, particularly in two-eye- 
let styles. Five-eyelets are strong in 
the Middle West for fall. Selling well, 
too, are dark and teak grains. 

Back-to-school shoes were promi- 
nently displayed and sold well at the 
show. In one line red plaid and white 
saddles were No. 1 for girls, three-eye- 
let and monk strap grain leather shoes 
in black and brown for boys. Ma- 
hogany is a growing color for boys, 
and non-scuff tip styles are important 
in red, brown and blue for smaller chil- 
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Conn Sees Active Selling 
Continuing for Cowboy Boots 


CLARKSVILLE, TENN.—Commenting 
on reports of uncertainty which ema- 
nated: from the recent Southwestern 
Shoe Show, Marvin S. Conn, sales 
manager, Acme Boot Manufacturing 
Company, said, “Any uncertainty 
stemmed only from the lack of knowl- 
edge of price trends, and in very few 
cases from ‘volume jitters.’ ” 

Optimism permeated the show from 
the start. In the cowboy and kindred 
lines of boots, there was a surprising 
and immediate acceptance of ladies’ 
and men’s boots in the $17 to $22 retail 
bracket. No opposition was shown to 
price increases that, in some instances, 
affected the retail bracket as much as 
$2. Higher tops were the call of the 
day, resulting naturally in slightly 
higher dollar average. 

The children’s lines of boots was up- 
graded from $1 to $2 as most indepen- 
dent retailers strived to get out of the 
low-price dog fight. 

The only soft spot in the entire in- 
dustry was in the extremely low-priced 
children’s boot lines. Retailers, realiz- 
ing that operating costs remain high, 
hesitated to purchase children’s boots 
that did not affect their days’ sales 
profitably. Most retailers, carrying 
medium-priced and better lines, ex- 
pressed an immediate willingness to 
exert a little extra effort on each sale 
in order to ring up that extra dollar. 

Infants’ sizes remained very strong, 
and it is questionable whether the 
manufacturers will be able to satisfy 
the needs of their accounts during the 
late fall and holiday seasons. 

While some manufacturers reported 
a leveling off, or even a tapering off, 
in their pairage totals, dollar volume 
remains high. While some , producers 
are not going ahead of their 1955 fig- 
ures, there are more cowboy boot man- 
ufacturers today than ever before. The 
pie is larger, but more slices are being 
cut. 

Black and black with pastel combi- 
nations remain very strong in men’s 
lines, while the ladies’ still tend toward 
tans and browns. White is strong for 
the cow girls. The little fellows show 
a tendency to prefer the tans, browns, 
and tan combinations. Heels in the 
small sizes are getting lower and 
slightly broader. Tops remain about 
the same to a fraction higher. More 
fancy stitching in all ranges seem to 
be in demand. 


Crawford Honored by Rotary 


Cuicaco—W. J. Crawford, president 
of Crawford Shoe Stores, Peoria, IIl., 
was recently elected Governor of Dis- 
trict 212 of Rotary at the organiza- 
tion’s recent international convention 
in Philadelphia. The area includes a 
large section of central Illinois. 
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Chandler's Pasadena Part of Expansion 





A subtie blend of colors creates a harmonious, relaxing atmosphere in the new 
Chandler's store in Pasadena. Light fixtures are of original design, integrated with 
the various selling areas. 


St. Louis—Edison Brothers Stores, 
Inc., announced the opening of a Pasa- 
dena, Calif., Chandler’s shoe salon com- 
pletely decorated in the ultra-modern 
style. The store is located at 380 Lake 
Street, facing Bullock’s Department 
Store, in the middle of one of Califor- 
nia’s most exclusive shopping centers. 

The new Chandler’s, designed by the 
architectural firm of Kanner-Mayer of 
Los Angeles, features modern innova- 
tions in textures, materials and interior 
appointments. Wide use is made of 
mosaic tile, set by hand in Italy for 
Edison Brothers and then shipped here. 

A floating canopy, a decorative foun- 
tain containing aluminum abstract 
sculpture, specially designed light fix- 
tures, and extensive interior and ex- 
terior plantings all contribute to the 
modern, luxurious selling atmosphere. 

Morris Finch was appointed man- 
ager of this latest Chandler’s store. 
A. C. Landau is the regional manager 
and Joseph A. Arenson the area vice- 
president. 





In the center of the new Chandler's shoe 
salon in Pasadena is a fountain of 
mosaic tile imported from Italy. This 
striking piece of art work is a cast alu- 
minum abstract sculpture designed for 
Edison Brothers by the California artists 
Jerome and Evelyn Ackerman. 





Edison Brothers Announces New Expansion Program 


St. Louis—The expansion and reno- 
vation program of Edison Brothers 
Stores, Inc., for 1956 will include the 
remodeling of several stores, moving 
one to a new location, and opening sev- 
eral new outlets, according to recent 
announcements. 

One Burt’s, one Leed’s, one Chan- 
dier’s, and four Baker’s stores will be 
remodeled. New modern facades are 
scheduled for Leed’s in Bakersfield, 
Calif., and the Baker’s stores in Oak 
Park, Ill.; Dayton, O.; and Omaha, 
Neb. The Burt’s store in Seattle and 
the Chandler’s in Tulsa will, in addi- 
tion to new fronts, also get new hosiery, 
handbags, cash stands and counters. 
The Baker’s store in Dallas will be 
completely remodeled, inside and out. 
All seven stores will hold formal re- 
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openings in the early fall. 

The Baker’s Shoe Store in Phoenix, 
Ariz., will move to a larger, more mod- 
ern location at 10 East Washington 
Street this month. 

Edison Brothers has recently signed 
a lease for its first store in Baltimore, 
a Baker’s, to be located in the East- 
point Shopping Center. Opening date 
has been set tentatively for September, 
with construction now under way. In- 
cluded in the planned features are a 
stone facade extending into the interior 
of the store and an overhanging canopy 
with built in planter boxes. 

A Baker’s store in the Swifton Shop- 
ping Center in Cincinnati will open 
sometime in November, the firm an- 
nounced. The entire facade will con- 
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Dates to Remember 


Shoe Show, Baltimore Shoe Club and 
Associated Shoe Travelers, Lord Balti- 
more Hotel, Baltimore ......... July 22-25 

Annual Outing and Golf Tournament, 

The Boot and Shoe Travelers’ Associ- 
ation of New York, Tamarack Golf 
Club, Port Chester, N. Y. ........ July 26 

Allied Shoe Products and Style Exhibit, 

Hotel Belmont Plaza, New York City 
Aug. 19-22 

Shoe Show, Shoe Travelers’ Association 

of Chicago, Morrison Hotel, Chicago 
Aug. 19-22 

Third Annual Merchandising Clinic, Na- 
tional Shoe Manufacturers Associa- 
tion, Waldorf-Astoria Hotel, New 
York City . .Aug. 20 

Leather Show, Tanners’ Council, of 
America, Waldorf-Astoria Hotel, 
New York City .............. Aug. 21-22 

Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit ... . Sept. 

Canadian Shoe and Leather Fair, Sher- 
aton Mount Royal Hotel, Montreal 

Oct. 7-10 

Annual Meeting, Tanners’ Council of 
America, Edgewater Beach Hotel, 
RN oan os vd ayer Aceh Oct. 25-26 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 

Oct. 28-Nov. |! 

Spring Shoe Show, Tri-State Shoe Trav- 
elers, Hotel Statler, Buffalo ....Nov. 4, 5 

Denver Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hatel, Denver, Colo. ..Nov. 4-6 

Shoe Show, Southeastern Shoe Travelers, 


9-11 


Inc., Henry Grady, Dinkler Plaza 
Peachtree and Piedmont Hotels, 
Atlanta ....... .Nov. 4-7 


Spring Shoe Show, lowa Shoe Travelers 
Association, Fort Des Moines Hotel, 
Des Moines, Ia.. .Nov. 

Spring Shoe Show. tndlene Shoe Trav- 
elers Association, Claypool Hotel, 
Indianapolis ... ....Nov, 11-13 

Spring Shoe ‘Show, "Southwestern Shoe 
Travelers Association, Adolphus, 
Boker, Statler, Hilton and Southland 
Hotels, Dallas, Tex. ..........Nov. 

Shoe Show, West Coast Shoe Travelers 
Associates, Alexandria and Biltmore 
Hotels and Haas Building, Los An- 
geles .Nov. 11-14 

Spring Shoe Show, Pennsylvania Shoe 
Travelers Association, William Penn 
Hotel, Pittsburgh ............Nov. 

Shoe Show, Pennsylvania Shoe Travelers 
Association, Hotel William Penn, 
TL Ne aE pee Te Nov. 

Heart of America Shoe Show, Central 
States Shoe Travelers, Muehlebach 
and Phillips Hotels, Kansas City, Mo. 

Nov. 18-20 

Populor Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York City ...... Nov. 25-29 

Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 


"he12 


11-14 


17-20 


18-20 


Dec, 2-5 
Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia... .Jan. 12-16 


Shoe Show, Empire State Footwear As- 
sociation, Hotel asap gai ~e 
N.Y. ae catia . Jan, 20-22 
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Retailers Give Enthusiastic Support to International Sales Clinics 





Typical of the International Shoe Company's panel discussion boards for the tri- 
city retail sales clinics is the one sitting above at the New York sessions. Key 
personnel analyzed a wide variety of topics of vital interest to retailers. 


New YorkK—The International Shoe 
Company of St. Louis held its second 
annual retail sales clinic at the Statler 
Hotel in New York on June 10-12 at 
the Chase Hotel in St. Louis, June 
17-19, and will conclude with the West 
Coast clinic at the Biltmore Hotel in 
Los Angeles, July 15-17. 

At each of these clinics, the em- 
phasis has been on visual, practical 
and functional aids and information to 
help shoe retailers, their personnel and 
the Merchants Service (Shoe Enter- 
prise) people to do a better and more 
successful job. 

Registration and a fashion show fea- 
turing the new fall clothes, coordinated 
with the new fall shoes in the various 
International lines, was typical of the 
first day’s activities. 

The second and third days’ clinics 
were devoted to workshop sessions and 
panel discussions of such vital subjects 
as window and interior displays, retail 
advertising and promotion, sales train- 
ing, successful merchandising and prac- 
tical retail solutions. Key executive 
personnel from various International 
Shoe Company branches served as mod- 
erators and participants at each day’s 
sessions, 

Merrill A. Watson, executive vice- 
president of the National Shoe Manu- 
facturers Association was guest speaker 
at the luncheon on Tuesday. He talked 
about “trends in the shoe industry, both 
long-term and short-term and the pros- 
pects for shoe retailing.” 

He said, “We are betting that retail 
shoe sales the last half of this year will 
be close to sales in the last half of 1955. 
That will make the year as a whole 
equal to last year. While production 
may ease somewhat during the last six 
months of this year, we should still 
make at least 570 million pairs of shoes 
and maybe more. Those are certainly 
not what you would call unfavorable 
prospects. 

“The big problem for every inde- 
pendent retailer is how to grow a little 
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faster than the economy, a little faster 
than the population and income of his 
own town. If you haven’t already done 
it, you should establish a personality 
for your store. This means more than 
finding out who your customers are. 
You’ve got to have the basic knowledge 
of your trade. You’ve got to cultivate 
the best resources, have the right prices 
and the right sales personnel. You've 
got to know lasts, patterns, leathers 
and constructions; how to write the 
proper size scales and to coordinate col- 
ors in shoes and wearing apparel. 
These are the tricks of your trade in 
order to do a proper buying job and 
cut down markdowns. You can’t do 
business without them. 

“There is probably not a shoe store 
in America that can’t increase its sales 
by at least five per cent a year. This 
doesn’t mean harder work. It simply 
means more effective and efficient 
work.” 

The third day’s luncheon speaker 
was James Watson, national retailing 
consultant, heading his own firm, James 
Watson Associates. His subject was, 
“Executive Conduct in Business,” with 
special emphasis on the importance of 
a friendly cooperative, stimulating and 
effective executive - employes relation- 
ship. 

He said, “What you don’t do about 
salesmanship is your future problem 
and the cause of your present troubles. 
How do you carry the drama of being 
an executive into actual practice with 
your employes? Do you do a good job? 
Do your employes look up to you, ad- 
mire you, emulate you or do they dis- 
like and even hate you? 

“In the theater everybody sells and 
by the same token, everyone who sells 
must have something of the actor in 
him to meet the public. What you do 
before your employes sets the atmos- 
phere for the place of business you 
operate. Make yours a good presenta- 
tion, Be just as cognizant of the im- 
portance of personnel in your business 








More Than 600 Greet 
St. Louis Clinic Warmly 


Staged against huge colored-slide 
backgrounds, an “"Around-The-Clock" 
fashion show with Betty Mason, Interna- 
tional's fashion coordinator as commen- 
tator, highlighted the banquet session at 
the St. Louis clinic. Attendance passed 
the 600 mark. 

Emphasis in women's apparel was on 
elegance of material and simplicity of 
line, with the straight sheath look pre- 
dominant. Bulky hats of furred texture 
went with textured leather pumps. 

Although most of the ensembles shown 
were in black and browns, blues were 
introduced as promotional and red ac- 
cents were seen interestingly in shoes, 
handbags, hats and accessories. Coor- 
dinated gray, spruce green and taupe 
received less attention. Back to school 
and birthday party styles were modeled 
by youngsters, with heavy emphasis on 
red for pumps, oxfords and slip ons. Low 
cut two-eyelet ties and modified tapered 
toes were shown for men. 





as you are aware of markup, turnover, 
development, etc. Hold meetings with 
your employes regularly and conduct 
them on an employe-participation basis. 
Every employe should have an oppor- 
tunity to speak and make the sales 





Above is one of the window displays set 
up in the Hotel Statler in New York 
during International's retail clinic there. 


pitch. One of the basic needs to suc- 
cessful conduct of business is for the 
executive to know his employes—their 
family, hopes, fears. There has to 
be friendship, warmth and diplomacy 
in all management-employe relations.” 

Attendance on all three days was ex- 
cellent. 

Key personnel participating in the 
panel discussions at the New York ses- 
sions were: H. J. Donahie, divisional 
sales manager for Roberts, Johnson 
and Rand division; Fred Vogt, general 
manager of the Peters Shoe division; 
Jim Kelley, divisional sales manager 
of the Friedman-Shelby division; Bob 
Shaffer, director of distribution for 
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STYLE 3057 


Fine Burgundy Moccasin 
Oxford. DuPont Neoprene 
sole & heel. Featuring our 
air cushioned arch and 
innersole, covered with 
softee glove tanned leather. 
WIDTHS: B, C, D, E, EE, 
EEE. 
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BOOTS and SHOES 


FOR WORK & SPORT 


... THEIR EXTRA VALUE MAKES HISTORY— 
THEIR LOWER PRICES MAKE GOOD SENSE! 


today! 


BUY THE LINE THAT GIVES YOU MORE! 


More styles—for work, sport, dress. More 
service—from huge In-Stock department. More 
value—for satisfied customers, sure repeat 
business. Write for big new In-Stock catalog 


JOHN ADDISON FOOTWEAR, Inc. 


MARLBORO, MASS. 
% COMPLETE IN-STOCK LINE FOR “AT ONCE” DELIVERY *& 
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Spring Lines Still Featured at Buffalo Tri-State Show 


BurraALo—The Tri-State Shoe Trav- 
elers held their usual summer show in 
Hotel Statler, here, June 17-18. In the 
number of exhibitors present and the 
amount of business written this show 
compared very favorably with the one 
in April. 

Some houses showed new fall lines, 
but others featured more of their 
spring lines, hoping for good fill-in or- 
ders. In this, however, there were 
some disappointments. The late, cold 
spring has not yet moved enough mer- 
chandise off dealers’ shelves for them 
to be in the market for many fill-in 
items. This applied to all whites and 
other of the more typical summer cas- 
uals and pastels. 

Houses with fall merchandise 
showed much vinyls, much of it in hal- 
ter or Spring-o-lator types. There were 
also combinations of vinyls with black 
suede or black patent, with jeweled 
vinyl heels. It is anticipated that black 
suede will be strong again in the fall. 
It was conspicuously featured. 

A new type of leather finish, Cambi 
Kork, was in considerable evidence in 
both high styles and in casual types. 
This is a specially finished leather, 
somewhat resembling suede, and ap- 
peared in pumps, loafers and other 
styles, in gray and vicuna. 
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Orders were good for growing girls’ 
loafers and flats for the back-to-school 
programs. Among these the shell flats 
were in best demand. It is to be no- 
ticed at every show that these young- 
sters favor more and more the pump 
styles rather than those with straps, in 
imitation of shoes worn by mother. 
Saddle shoes were not in particularly 
good demand and the soft back loafers 
sold two to one over hard back styles. 

Men’s shoes offered little in the way 
of change for fall. There were many 
casuals and the dressier types stressed 
black smooth leathers and conserva- 
tive brown types. 

Snow boots received a rather sur- 
prising amount of attention. These 
were offered with three types of lin- 
ings—wool fleece, shearling and a 
washable nylon fleece. They came in 
gray, red and sand colors. 





Article Writer Explains 
Cost of Doing Business Chart 


New YorkK —“For management to 
know what has happened is helpful, 
but to know why it happened is essen- 
tial,” says Elmer Sivertsen in explain- 
ing what cost-of-doing business sur- 
veys mean and their use. Mr. Sivert- 


sen, a member of Dun & Bradstreet’s 
Business Economics Division, has been 
in charge of retail operating ratio sur- 
veys for the past three years. He sums 
up his experience in an article, “Tools 
That Tell Why,” which appeared in 
Dun’s Review and Modern Industry. 

“Operating ratios are tools of man- 
agement,” Mr. Sivertsen explains, “that 
help in determining the strong and 
weak points of a business... The ratios 
themselves are far from being mysteri- 
ous or complicated mathematical ex- 
pressions. Rather simply, they may be 
defined as percentage figures showing 
the relationship between the items on 
the income statement and net sales.” 

Ratios for retail stores are most use- 
ful, he points out, when they are com- 
pared to other stores similar in type, 
size, and operating characteristics. To 
get practical, comparative sets of 
ratios, cost-of-doing business surveys 
are conducted periodically by trade as- 
sociations, research groups, and by Dun 
& Bradstreet. 

“Careful selection of stores for par- 
ticipation in a survey,” he says, “is, 
perhaps, the most important initial 
step.” This means selecting stores with 
specific maximum percentages of sales 
in the major line; it is also important to 
exclude any wholesaling activities that 
may represent a significant proportion 
of the sales volume. 
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NO. 1 BEST SELLER 
FOR SCHOOL and EVERYDAY 


America’s Greatest Boys’ Shoe Value because 
ROYAL CADETs retail for only $5.95 to $7.95 yet 
give you: grain-leather innersoles, fine composition 
outersoles, full-leather quarter linings, top-grade 
leather uppers, Pacifate-protected cloth linings, 


proven lasts and Genuine Goodyear Welt construction. 









Royal Cadet Division 


CHRIS LAGANAS SHOE COMPANY 


OVER 90 STYLES IN-STOCK FOR IMMEDIATE 












5-EYELET PLAIN TOE OXFORD 

1980 ....4..8. .. Red Brown 
BUG osivix. 0s Black 
#1994 Cordo 


Sizes 12 to 2; 2% to 6; 6 to 11 
in B, C, and D widths. 








Biggest Foot Fashion Display Set for National Shoe Fair 


Cuicaco—The first and largest sin- 
gle display of foot fashions in the his- 
tory of the $3% billion American shoe 
industry will be seen here for five days 
beginning October 28 when the twenty- 
second National Shoe Fair opens. 

Hundreds of sample shoes, designed 
for spring and summer of 1957, will be 
glamorously presented in a_ special 
fashion salon set up in the Michigan 
Room of the Congress Hotel. 

Manned by style authorities ready to 
discuss color and design with retailers 
and buyers, the display will be open to 
the more than 25,000 persons expected 
to attend the Fair. The special show- 
ing has been planned to give prospec- 
tive shoe purchasers and sellers an 
opportunity to view all of the latest 
designs before visiting manufacturer 
sales rooms in the city’s major hotels. 

Besides some 90 per cent of all manu- 
facturers in the nation, exhibitors will 
include manufacturers from England, 
France, Italy, Switzerland, Mexico and 
Canada. Advance reports from abroad 
indicate the foreign exhibitors will 
show a number of radical continental 
fashions in both women’s and men’s 
shoes. 

A. J. Brauer, Jr., of St. Louis, Mo., 
chairman of the National Shoe Fair 
Committee, reports that reservations 
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already being:-made are in excess of 
all previous years for the correspond- 
ing date. 


Coward Plainfield Store 
To Open in Early August 


New YorkK—A Coward Shoe store 
will open at 304 East Front Street 
in Plainfield, N. J., early in August it 
was announced by Irving D. Brown, 
executive vice-president of The Coward 
Shoe Company. 

The new family shoe shop, which 
marks the tenth store in the Coward 
chain, will be dedicated as part of 
Coward’s ninetieth anniversary. 

The one-floor store is approximately 
28 feet by 40 feet deep. 

The exterior of the store features 
bright blue mosaic tile bulkheads and 
side walls of white brick. A matching 
blue mosaic tile panel will run across 
the store front above the windows. 

The interior features exposed shoe 
shelving which lines each side of the 
store. The mustard yellow ceiling is 
highlighted by white valances which 
hide soft lighting fixtures. Colored 
shoe silhouettes hang from the fascias 
at intervals of three feet. Walnut and 
birch furniture, arranged in intimate 
groupings, complement the salt and 
pepper carpeting. 
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Florsheim Names Manager 


MILWAUKEE — Matthew Prang has 
taken over new duties with the Flor- 
sheim Shoe Company as manager of 
Florsheim Shoe Company’s store lo- 
cated here in downtown Milwaukee at 
144 West Wisconsin Avenue. Mr. 
Prang has moved from Chicago, where 
he was formerly a Florsheim shop man- 
ager at Wabash and Jackson Streets, 
and has located here on North Seventy- 
fifth Street with his wife and daugh- 
ter. 

Harrison Feeley, who had been man- 
ager of the Florsheim Shoe Shop at 
144 West Wisconsin Avenue for the 
past three years, has moved to Chicago 
where he has accepted a new position 
in the sales representative staff of J. 
P. Smith Company. 





New Buyer at Snellenburg’s 


PHILADELPHIA——-Leo Reitman is the 
new buyer for the basement shoe de- 
partment at Snellenburg’s department 
store according to an announcement 
Alfred Blasband, executive head. For- 
merly with the Pizitz store, Birming- 
ham, Ala., Mr. Reitman has wide ex- 
perience from similar positions with 
John Wanamaker, Philadelphia, and 
Abraham & Strauss, New York. 
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Every pair of ROYAL CADETs is Goodyear Welt! 
Every pair crafted as carefully as shoes selling 
for dollars more! Every pair made of top-quality 
leathers with leather quarter linings, 
grain-leather innersoles, finest composition 
outersoles, Pacifate-protected cloth linings. 
And priced to retail from $5.95 to $7.95. 


2-EYELET MOC-TOE 









DE ee, Black 
#1972 occ... Red Brown 
#1988... Black Grain 


Sizes 12 to 2; 2% to 6; 6 to 11 
in B, C, and D widths, 





OVER 90 STYLES IN-STOCK FOR IMMEDIATE DELIVERY 





Royal Cadet Division 


CHRIS LAGANAS SHOE COMPANY LOWELL, MASSACHUSETTS 





Shoe Store Uses Changeable Bus Car Ads Tom McAn Lighting Aims 


At Showing True Color Value 


DETROIT— The modern shoe store 
should permit the consumer to judge 
true colors and textures for coordina- 
tion with other wardrobe items, said 
John L. Emrick, district director of the 
Thom McAn fanily shoe store scheduled 
to be opened soon in the Belmont Plaza 
Shopping Center here. 

Mr. Emrick said lighting in the 
store is the result of a scientific study 
that paid particular attention to ren- 
dering true color values. He said mod- 
ern leather tanning had produced 65 
shades of brown alone, and other ma- 
terials such as nylon, mesh, silk shan- 
tung and translucent plastics now 
being used in men’s and women’s shoes 
require the opportunity for adequate 
appraisal. 

Interior design in the new store em- 
ploys harmonious though contrasting 
colors to distinguish the men’s from 

is oe the women’s department. They were 
“Shoe of the Month” is the theme of Boldrick's Fine Shoes, San Diego, Calif., shoe chosen as those most pleasing and 
store. An illustration of the selected shoe is featured by the store in a uniquely stimulating. 
designed car card in more than 150 b ,ina poign that runs for six months. Decor aims at avoiding harsh con- 
Above, Harry Byrne, left, account executive for the Dan Lawrence Compeny trasts and to present a home-like at- 
handling the Boldrick's account, shows Andrew Smith, shoe store manager, how mosphere. The new store will be oper- 
the changing of shoe inserts gives the card a repeatedly new appearance. Cards ated by a local company, Belmont 

are in four colors. Thom McAn, Inc. 
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THE NEW GORE SLIP-ON straight from the Via Veneto 


...4@ must! Each and every pair of ROYAL CADETs 


is genuine GOODYEAR WELT made on proven lasts of 


unbeatable FIT. . . with all-leather uppers, 
innersoles, quarter linings; Pacifate-protected 
cloth linings. To retail from $5.95 to $7.95. 





Royal Cadet Division 


CHRIS LAGANAS SHOE COMPANY 


NO. 1 BEST SELLER 
FOR SPORT and CASUAL WEAR 





OVER 90 STYLES IN-STOCK FOR IMMEDIATE 






















NEW GORE SLIP-ON 


#1996 .......... Red Brown 
#1997 Black 
#1998 ..... Cordo 


Sizes 12 to 2; 2% to 6; 6 to 11 
in B, C, and D widths. 





DELIVERY 


LOWELL, MASSACHUSETTS 





Antioch Sales Director 


St. Louis—Carlton Knotts, owner 
and manager of Knotts Antioch Shoe 
Shop, Louisville, Ky., has been made 
vice-president and director of sales of 
the Antioch Shoe Corporation, Ports- 
mouth, O. In his new capacity Mr. 
Knotts will call on the trade and assist 
merchants with their retail problems. 

A veteran of 27 years in the retail 
shoe business, Mr. Knott is assisted 
in his store by two additional veterans, 
Maurice Bottom with 30 years experi- 
ence, and Seldin Metzler with 50 years 
experience. 


Ponderous Display Platform 
Motivates Men’s Shoe Sales 


LONGMONT, CoLo.—What was found 
to be an effective idea for stimulating 
the sales of men’s heavy sport shoes, 
loafers, and boots, is to display them 
with the maximum “masculine atmos- 
phere,” according to Keith Cummings, 
owner of the Cummings Shoe Store 
here. 

The main window of the Cummings 
Shoe Store is used for this purpose 
whenever a display of heavy weight 
men’s styles is planned. A massive 
two-tier display table is covered in ex- 
tremely fine cordovan finished leather. 
Mounted on sturdy oak legs and con- 
sisting of two half circles of oak 
covered over with leather, the table 
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is trimmed with heavy hob nails around 
the front edge and at the sides. 
Reminiscent of heavy ranch furni- 
ture, the display fixture is five feet 
wide by two-and-a-half feet high, and 
fills up most of the display window 
whenever it is used. The general ap- 
pearance is one of rugged masculinity 
and, according to Mr. Cummings, the 
sale of whatever men’s footwear is 
being featured is sharply increased 
whenever this ponderous, leather- 
covered display platform is used. 





Retailers Urged to Pass On 
Foot Care Advice to Customers 


New YorkK — The nation has been 
warned by a leading shoe manufacturer 
to watch its step this summer—even if 
it means going barefoot occasionally. 

The advice came from William Man- 
owitz, president of the Husseco Shoe 
Company, who is urging salesmen to 
teach customers something about foot 
care, 

“As husky as we are, particularly 
our teenagers, we neglect the one part 
of the body which helps us express our 
good health and spirits, our feet,” he 
stated in a memo to 12,000 retailers. 

Despite the effect his advice might 
have on shoe sales, Mr. Manowitz advo- 
cated going barefoot awhile each morn- 
ing or evening, to allow the blood to 
circulate freely and the skin to dry. 





“After eight months of semi-idleness 
and close confinement, we expect our 
feet to adjust overnight to an active 
life and hot weather without any help 
at all,” he asserted. “We protect our 
skins with lotions, change to light cloth- 
ing, cover our heads, and wear sun- 
glasses—but we leave our feet to shift 
for themselves.” 

The memo suggests five steps essen- 
tial to the care of the feet: 

Get rid of minor foot conditions which 
hamper enjoyment of sports and look 
unaesthetic in sandals or open shoes. 

Don’t neglect blisters or cuts. 

Apply a medicated foot powder after 
using a public pool or locker room. 

Bathe your feet frequently, with 
plenty of soap. Dry them thoroughly. 

Wear lightweight, comfortably and 
carefully fitted shoes—and rotate wear- 
ing of all pairs. 

Airy, comfortable shoes are a big 
help during the dog days, Mr. Mano- 
witz feels, but we all need husky feet. 





Town to *Tax’ Travelers 


FALts City, Nes.—All shoe travelers 
visiting Falls City through mid-August 
will be required by footwear merchants 
to purchase special “peddlers permits” 
costing $1. It is all being done in the 
spirit of fun, however, and proceeds 
will be used to help pay expenses of 
Falls City Horseplay Days scheduled 
for August 18 and 14. 
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Chain’s Directive Shows Importance of Display Lighting 


HASTINGS, NgeB.—The J. M. McDon- 
ald Company with headquarters here, 
which operates 100 family shoe depart- 
ments in the Midwest, Southwest and 
Rocky Mountain states, has issued 
memorandums to store and department 
managers, sales personnel and display 
managers covering display lighting 
and sales technique. 

C. E. Marlowe, head display man- 
ager, reminded shoe department man- 
agers that window lighting is very 
important in the successful promotion 
of footwear. Check your lighting every 


time you change the window, he sug- 
gested and be certain your achieving 
the window’s purpose of enabling pro- 
spective customers to see, appraise 
and desire the merchandise on display. 

He further noted that daytime light- 
ing of windows sometimes is more im- 
portant than night lighting. It is in 
the daytime when ¢ustomers can be 
pulled into the store, he pointed out, 
and the general opinion that display 
lighting is necessary only at night is 
erroneous. 

To overcome window reflection dur- 
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BLIZZER BOOT “totes” MAIL 


7 land 7, Ohio 
© Easy on... they stretch ORDER ATTACHED 
© Extra rubber bumpers pro- : 
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New boot, priced sensation- 
ally low for profitable Extra 
sales. Put FREE display by 
your cash register—watch 
mothers buy “totes” after 
buying shoes! 


$429 


ONLY PR. RETAIL 
AND WEAR 
GUARANTEED 
DISPLAY FREE 


for the asking. Get one for 
window foo! 





TODAY TO Your “‘totes”’ 





ing daylight hours, he continued, light 
must be used during the day which is 
greater in intensity than that from 
outside the window. White light from 
fluorescent tubing is unsatisfactory in 
windows, he added. It might be used 
as a general source, with accenting by 
spotlights, but incandescent light is 
“warmer” and more suitable. 

If no other method is available and 
your store can use only one source of 
light, your best bet is spotlights, he 
told shoe department managers. Mc- 
Donald’s is doing a satisfactory job, he 
noted, by use of the Mirroflector unit 
and A-23 bulbs of 150 watts. 

Secondly, he reminded, your last ef- 
fort in installing a window should be 
light adjustment. This is of vital im- 
portance since the light should be prop- 
erly directed on the merchandise and 
not the background. 

If you can use two forms of light, 
so much the better, he added. This 
consists of flood for general illumina- 
tion and spots directed on the major 
items in the window. A cardinal rule 
to remember, he emphasized, is that 
the spotlights must be enough greater 
in intensity to really play up the spot- 
lighted items If the flood lights are 75 
watts, for example, the spots must be 
150 or 200 watts. 

This second form of lighting adds 
“drama” to the display, he explained. 
It will work wonders in stopping traf- 
fic. Color should be left to those with 
experience, he believes. If color is to 
be used it should be employed to cre- 
ate atmosphere by training it on the 
window background, spray of foliage 
and window card, but keep it off the 
merchandise. Customers might be mis- 
led by training a red light on yellow 
shoes, for example. 

Lights need not be used every day 
in shoe windows, he concluded. But on 
days when traffic is heavy, window 
lighting will more than pay the light 
bill, providing the window is appealing 
and lights are properly adjusted. 

Mr. Marlowe said the chain’s 
Twenty-first Street store in Wichita, 
managed by Ben Russell, recently in- 
stalled a shoe window which pointed 
up good footwear window display pro- 
cedure and was unusually productive 
of sales. 

It devoted a 35-foot window entirely 
to men’s, women’s and children’s shoes. 
It took the better part of three days to 
complete the window but it was well 
worth the effort. It created more fa- 
vorable comment and traffic than any 
window display in the history of the 
store. 

Various footwear categories were 
grouped. Show cards accented fit, ser- 
vice, comfort and quality. Two manne- 
quins were the focal point of interest. 
They included a female mannequin 
seated comfortably in an upholstered 
chair and a male mannequin in the act 
of showing her a pair of shoes. 
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WCST Tournament July 11 


Los ANGELES—The annual presenta- 
tion of the BOOT AND SHOE RECORDER 
trophy for low net score, will high- 
light the golf tournament of the West 
Coast Shoe Travelers Association, July 
rye 

Last year’s winner was C. Hare, of 
Florsheim Shoes. 

Sponsor for the bingo game in the 
evening is Western Carloading Com- 
pany. 

The day-and-evening-long program is 
under the direction of H. Pierce Newell, 
who is also responsible for ticket distri- 
bution. 





Milwaukee Show Pleasing 
Despite Apathy of Retailers 


[CONTINUED FROM PAGE 69] 
dren. One line has put non-scuff tips 
in a two-strap number for little girls, 
which is selling in volume. 

Saddles are offered in navy and 
pastel blue plaid with white, but one 
company reported that red plaid and 
black saddles are outselling the white 
combinations in this part of the coun- 
try three to one. “The cry for flexi- 
bility” is evident in many of the new 
girls’ lines and new construction was 
stressed, such as welt uppers and welt 
bottoms, the soles cemented over compo 
process for durability. These red, 
brown and blue calfskins sell at “welt 
prices” retailing from $6.50 in the 2-6 
size range for infants to $9.50 in the 
12%-3 range. Velvet and patent in 
black, patent in platinum in one-straps 
and pumps and patent and velvet with 
vinylite inserts are important in the 
girls’ dress styles. 

The Chicago Shoe Travelers’ Associa- 
tion, headed by B. R. Davis, president, 
was in charge of the Milwaukee Show 
where between 40 and 50 lines of shoes 
were exhibited. The exhibitors enter- 
tained their visitors at a chicken din- 
ner Sunday evening in the Sky Room 
of the Plankinton House. 





Edison Brothers Announces 
New Expansion Program 


[CONTINUED FROM PAGE 70] 

sist of show windows with recessed 
bulkheads. The interior will be of the 
salon type with serpentine plaster walls 
on one side incorporating free stand- 
ing display features. The opposite wall 
will have a free standing elliptical 
shaped display unit of various levels 
flanked by stone piers. 

Construction is now under way for a 
second Chandler’s store in the Utica 
Square Shopping Center in Tulsa. The 
Vandevers Department Store is the 
largest tenant in the center, which has 
parking facilities for 3,000 cars. The 
Chandler’s will have two sales levels 
connected by stairs flanked with plant- 
ing boxes. 

A new Baker’s unit will be opened in 
September in the Whitehaven Shopping 
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Center in Memphis, Edison’s first store 
in a Memphis shopping center. The 
firm now operates four stores in down- 
town Memphis. The Whitehaven Bak- 
er’s will be of the semi-salon type, with 
exposed shelving only in the rear sales 
area. 

Edison Brothers also announced the 
opening of a new Leed’s in Daly City, 
Calif., and future plans for four addi- 
tional stores in the Milwaukee area. 

The Leed’s Shoe Store is located next 
to J. C. Penney’s in the Westlake Shop- 
ping Center in Daly City, giving Edi- 
son Brothers a total of 13 stores in 
greater San Francisco. Ray Paneri 


has been named manager and Francis 
Wetta is regional manager. 

The four new units planned for the 
Milwaukee area will give Edison Broth- 
ers seven stores there, as it now has in 
operation a Burt’s, Baker’s and Chan- 
dler’s in the downtown section. Leases 
for a Baker’s and a Chandler’s in the 
Capitol Court Shopping Center and a 
Baker’s and Chandler’s in the Mayfair 
Shopping Section have been taken. 

The Capitol Court stores will open 
this fall. The two stores scheduled for 
the Mayfair Shopping Section will be 
ready sometime next year. Roy Haydel 
will be regional manager. 
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PROFIT thru PERFORMANCE with 
MILLER 


you haven’t experienced the complete satisfaction of 
building a sound, profitable business on Miller BARE- 
FOOT FREEDOM shoes — you've missed something — 
why not get complete information today? 
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J. M. McDonald Chain Reports Top Sales Volume 


HAsTINGs, NeEB.—Sales volume of 
the J. M. McDonald Company for the 
year ending January 31, 1956, was 
the highest in the history of the chain, 
totaling $17,870,500, it was reported 
by J. M. MeDonald, Jr., president. 
Sales for the previous year amounted 
to $17,420,328, and were $9,892,524 in 
the year ending January 31, 1954. 

The chain, which operates family 
shoe departments in its 100 stores had 
net earnings the past year of $277,750, 
compared with $311,611 the previous 
year and $201,503 the year preceding 
that. Per outstanding share of stock 
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the company earned 66 cents last year, 
compared with 83 cents and 61 cents 
the two preceding years. 

Mr. McDonald said factors account- 
ing for lower earnings were heavy 
markdowns in fashion lines, adjust- 
ments with the acquisition of new 
groups of stores, and prolonged drouth 
in the area served by the company. 
Nationwide deterioration in farm 
prices also was a factor. 

He reported that Robert E. Port- 
wood was elected to the board of direc- 
tors, succeeding Victor H. Green, who 
recently resigned. Mr. Portwood and 








Robert S. Vestal were elected vice- 
presidents of the company by the board 
of directors. The former is general 
merchandise manager and Mr. Vestal 
is associate merchandise manager. 

All officers and other directors were 
reelected. Included are President Mc- 
Donald; J. M. McDonald, Sr., chairman 
of the board; Byron Hooper, execu- 
tive vice-president; C. E. Blair, vice- 
president and _ secretary-treasurer; 
N. H. Volland, vice-president; E. A. 
Kuehn, vice-president, and Harry C. 
Freed, assistant secretary-treasurer. 

A number of top executive and store 
manager changes were also announced 
as effective immediately. 

S. V. McClure, formerly assistant 
manager of the New York buying of- 
fice, 855 Sixth Avenue, has been named 
manager. He succeeds Ray MacEblhin- 
ney, vice-president and office manager, 
who resigned. 

Bill Dickinson has been transferred 
from Hastings to New York to take 
over Mr. McClure’s former position. 

Three store managers have been 
transferred. Thomas W. Wadick goes 
from the Scott City, Kan., store to the 
Beloit, Kan., store. Verna W. Stover 
was transferred from Belit to Crete, 
Neb. Buddy Brewer, formerly man- 
ager at Crete, goes to Scott City. 





Independent Shoemen 
Occupying New Quarters 


PHILADELPHIA—New executive offices 
of Independent Shoemen were scheduled 
to be opened here on or about July 1 
at 1722 Sansom Street. 

Ben L. Finn, executive director of 
IS, attributed the need for new quar- 
ters to constant growth. 

The building has been leased for 
eight years, according to Mr. Finn. IS 
printing and advertising equipment will 
be housed in the basement area. A 
suite of offices to be occupied by Mr. 
Finn and the IS office staff is located 
on the second floor. 

The store on the ground floor is 
being completely renovated as one of 
the most modern comfort shoe shops 
in the East. Features will be acoustical 
ceilings and diffused, showless fluores- 
cent lighting. 


Jones Opens New Shop 


LINCOLN, Negs.—Kenneth G. Jones, 
chiropodist, formerly a partner in the 
Mason-Jones Foot Clinic at 1330 “O” 
Street, which recently sold its stocks of 
men’s, women’s and children’s comfort 
and corrective shoes to Wells & Frost, 
Inc., Lincoln’s largest and oldest fam- 
ily shoe store, has opened a new foot- 
wear operation in Lincoln. 

The Dr. Jones Foot Clinic has 
opened for business in 25-foot frontage 
at 232 South Thirteenth Street. A full 
line of arch and corrective shoes for 
men, women and children will be 
carried. 
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New Denver Shoe Store 


DENVER—A aew entry into Denver 
shoe retailing is Jay-Mark Self-Service 
Shoes, which held its formal opening on 
West Alameda Street, here. 

The colorful new store is the first 
100 per cent self-service shoe store in 
the Denver area. In charge is Howard 
Youell, who spent a dozen years with 
Fontius Shee Company in downtown 
Denver as a family shoe salesman, be- 
fore striking out on his own. 

“We felt that there was plenty of 
room in the Denver market for a full 
self-service shoe operation,” Mr. Youell 
said, “particularly in the suburban 
areas to which much of the city’s popu- 
lation has migrated. Before making 
any actual construction plans, I called 
on more than 100 suburban homeown- 
ers, asking whether they would patron- 
ize such a store, and got an encourag- 
ing answer in almost every case.” 

The result was the new Jay-Mark 
store, which occupies a top location on 
Denver’s busiest east-west highway. 
The store has unusual dimensions in 
that it is 125 feet long by 16 feet wide, 
and features “walls of glass,” with 
sloping windows set in heavy steel 
frames, extending from sidewalk to 
ceiling at the front and left side. The 
windows are composed of three-by-three 
foot panels set in steel Cape Cod frames 
which, in itself, immediately catches 
attention. 

The cashier’s checkout counter is 
located at the extreme left with a super 
market type turnstile, while at the 
opposite end of the store a convenient 
second entrance is provided, likewise 
equipped with a one-way turnstile. 

The shoe inventory is displayed on 
a series of four large redwood gon- 
dolas, down the center of the store, 
each of which will accommodate an 
average of 160 pairs of shoes, plus 90 
feet of wall shelving on the rear wall 
and a dozen smaller display racks di- 
rectly back of the window glass. 

Children’s shoes are carried from 
baby’s soft soles up to large size 3, 
with a full range of men’s and women’s 
styles and sizes. The store will feature 
exclusively nationally-known quality 
brands, according to Mr. Youell. 

One of the most unusual eye-catch- 
ing features of the store are the “win- 
dow backs,” which are actually huge 
boxes, 10 feet long, built of pegboard 
and finished in pastel colors and 
mounted on heavy legs. The front of 
each “box” slopes sharply forward to 
match the 30-degree angle of the slop- 
ing windows. In order to show the 
display, the fixture, which contains its 
own electrical supply for lighting, is 
simply pulled back from the window, 
the display built within the box and 
the entire unit pushed forward again to 
intersect the glass. This acts as a 
great time-saver in developing window 
displays, according to Mr. Youell. 

Promotional tactics to be employed 
will include a heavy “saturation” di- 
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Employs Unusual Decor 


rect-mail program to all homes in the 
suburbs to the west of Denver, a birth- 
day club for youngsters, plus news- 
paper advertising. 





Stores Run Children’s Contest 


PROVIDENCE, R. I.—Several thousand 
youngs‘ers living in or near this city 
participated recently in a contest spon- 
sored jointly by two of the Kays-New- 
port Children’s Stores—one in Wayland 
Square, Providence; the other in the 
Garden City Shopping Center of nearby 
Cranston. 

Winner of the contest was Dave 
Nacci, seven-year-old son of Mr. and 
Mrs. Vito A. Nacci of Cranston. Dave 
was presented with a battery powered 
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Style No. 63 — Pink, 
lue, maize or white 
slikspun slipper with 
ties. Ruffled 

val lace trim, Sizes 0-2. 


Style No, 222 

Lace Boot, White Kid, 
Perforated Vamp — 
Narrow, Medium, Wide — 
Sizes 0-3 


71 WEST 35TH STREET 
NEW YORK I, N. Y. 














Ideals since 1902, 
MRS. vavso¥deal BABY SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


1070 MERCHANDISE MART 
CHICAGO 54, ILLINOIS 


Thunderbird Junior, the presentation 
being made by Frank Mack, buyer of 
children’s shoes for Kays-Newport. 

Cooperating in the promotion was the 
Selby Shoe Company, makers of the 
Junior Arch Preserver line for juve- 
niles. 

The only requirement to enter the 
contest was that the children be under 
14 years of age—due to the small size 
of the car—and that they be accom- 
panied by a parent when they regis- 
tered at either store as entrants. 





Retailer Elected to Chamber 


Erie, Pa.—Elmo McCarty, owner of 
Tots ’n Teens Shoes, has been elected 
to the board of directors of the Greater 
Erie Chamber of Commerce. 


We’re very much interested in 


=a FLEXIBILITY 


ys ESPECIALLY in Mrs. Day's 


in BABY SHOES 
Gdleal vr SHOES 


We believe you should be, too, Medical 
authorities agree the infant foot is ex- 
tremely flexible even at the time first steps 
are taken, At this stage tiny bone struc- 
ture is only partially formed and extra 
care should be given to the selection of 
baby’s first walking shoes. Ideals have 
always stressed this point and have 
incorporated flexibility as a basic feature 
in every pair. 

Sales people stressing this basic need at 
the point of sale render an important 
service sure to build good will, Smart 
Stores who know quality have been buying 


679 MERCHANDISE MART 
DALLAS, TEXAS 









Really on the move — that's 
Scampers, and this pattern is 
just one of the reasons. With all 
of the appeal of the basic 
moccasin, plus — it's as 
popular with ‘‘grandmothers"’ 
as with teens! Styling is only 
part of the story. For all the 
details, today, write — 


LUMBARD WATSON CO. 
AUBURN, MAINE 
Manufacturers of 


Scampers ond Cushionized Shoes 





have you heard? 


the word! 






pers 















Casual Shoes Traffic Jumps with Soda Bar Promotion 


Souta BEnp, IND.—A soda bar pro- 
motion for casual shoes, staged by 
Robert Stroud, manager of Robertson’s 
shoe department here, was said to have 
increased sales almost 50 per cent. 

With one side of the department set 
up as a soda bar, every entering cus- 
tomer was served a soda whether or 
not she purchased a pair of shoes. 
These were served by two girls from 
the store’s High School Fashion Board. 

The department showed a 47 per cent 
increase over the corresponding day 
the year before, with most of the buy- 
ing concentrated on the casuals. There 
were no price cuts. 


The first day 152 sodas were served. 
Very few coming into the department 
walked out without buying, although 
they were not made to feel that a pur- 
chase was required. 

The first three days of the soda pro- 
motion tied-ih with Risque shoes with 
Thomas Baker from the company in 
the department. Later days were con- 
centrated on the Joyce line with Ernest 
Barker from that company present. 

A rubber-type “brick” was used for 
the floor of the soda bar with turquoise 
and coral striped paper employed for 
the tops of the two bars and to simu- 
late an awning over the wall displays. 


Bars were painted turquoise and black. 
Imitation sodas and glass candy jars 
added to the decor on the bars and the 
wall displays. 

Department salesmen wore soda jerk 
jackets and caps during the period of 
the promotion. 





Robertson's shoe department employed 

this simulated soda fountain for a pro- 

motion to increase the sale of casuals, 

which jumped almost 50 per cent as a 
result of the stunt. 


A window display in one of the 
smaller entrance windows, held eight 
pairs of Risque shoes and another card 
suggesting the soda treats. 

The sodas were purchased from the 
mezzanine soda fountain at cost. The 
girls brought these up in a variety of 
flavors as needed. 


Fall River Parking Plan 
Seeks Larger Purchases 


FALL River, MAss.—With the theme, 
“It's Easy to Shop in Fall River,” the 
Fall River Chamber of Commerce 
started a new downtown parking plan 
whereby shoppers may park in any of 
five commercial lots. 

The motorist may shop in any store 
displaying the official “Chamber Park- 
ing Plan” seal. Each store will give 
one stamp for each purchase of $2 and 
one additional stamp for each addi- 
tional dollar. The maximum is seven 
stamps for purchases of $8 or more. 
Each stamp is worth five cents toward 
the parking fee. With purchases of 
$8 or more, the shopper gets two hours 
of free parking. 

It is hoped that the plan will en- 
courage downtown shopping by provid- 
ing free or almost free parking. 


Baltimore Shoe Show Set 


BALTIMORE—Retailers from Pennsyl- 
vania, New Jersey, Delaware, Mary- 
land, District of Columbia, West Va., 
Virginia and North and South Carolina 
are expected to attend the Baltimore 
Shoe Show, July 22-25 at the Lord 
Baltimore Hotel. 

The show is under the joint sponsor- 
ship of the Baltimgre Shoe Club, Inc., 
and Associated Shoe Travelers, Inc. 
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Shoe Men Join Drive Seeking 
No Upward Revision of Wages 


BINGHAMTON, N. Y.—Shoe retailers 
here were represented by the Retail 
Merchants Council of the Binghamton 
Chamber of Commerce in presenting 
arguments before the State Retail 
Trade Minimum Wage Board against 
a major upward revision in wages. 

The board held hearings in five cities 
to determine the feasibility of changing 
the present minimum retail wage, which 
varies from 65 to 75 cents an hour, 
depending upon the size of the city or 
town. 

In a comprehensive statement filed 
with the wage board, the Retail Mer- 
chants Council asserted that retailing 
is one of the shortest-lived and least 
profitable of business activities, and 
that retailers find it difficult to build 
up capital or even make a reasonable 
profit. Retailers are mostly small 
businessmen, the statement continued, 
pointing out that 97.2 per cent of all 
retailers employ under 50 persons. 

The council urged the maintenance 
of present wage differentials in the 
three population zones of the State. 

Following the hearing the owners 
of two large shoe stores here told Boor 
AND SHOE RECORDER that they them- 
selves and probably most other shoe 
retailers could little afford the general 
upward revision of pay rates which 
an increase in the minimum wage 
would involve. 

One store owner pointed out that 
part-time, inexperienced and unskilled 
employes are already overpaid because 
of peculiarities of the present wage 
law. Paying these people more is not 
going to result in their being worth 
more to the store, he said. Instead, 
it will probably cause shoe stores to 
get along with less of this type of help. 

Another shoe retailer said slightly 
higher minimum pay will not increase 
the number of salespeople which are 
available. There will continue to be 





Retailers Enthusiastic Over 


International Sales Clinics 
[CONTINUED FROM PAGE 71] 
men’s and boys’ shoes; Al Johnson, di- 
rector of advertising; James Lee John- 
son, vice-president of International 
Shoe Company; Bill May, director of 
merchants’ service; Dick Schulz and 

Ferrel Donovan, 

Also active in the discussions was 
Ben Edscorn, director of the marketing 
research department; D. R. Blount, di- 
- rector of sales training; Charles 
Mueller, advertising manager of the 
Peters Shoe division; George Herpel, 
Dr. J. George Robinson, School of Re- 
tailing, Washington University, St. 
Louis; W..W. Sheppard, Merchants 
Service representative; Ed Doerr, pres- 
ident Doerr and Associates; Paul Goff, 
owner of Goff Shoe Store and Tom 
Goodrich, account executive, D’Arcy 
Advertising Agency. 
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a shortage of competent salesmen. Nor 
will higher pay improve their abil- 
ity. Unemployment insurance has made 
people less willing to work, this man 
stated. 


Supermart Shoe Sections 
Open in Rochester Store 


ROcHESTER, N. Y.—Lewis Margolis is 
the lessee and operator of the men’s, 
women’s and children’s shoe department 
in the new Stanley’s supermart depart- 
ment store, 76-78 Clinton Avenue 
South, here. 


Stanley’s is owned by Interstate De- 
partment Stores, which has 45 stores. 
However, the self-service type of op- 
eration is new to the company, one 
store in Michigan being the only other 
unit of this type. 

The shoe section, occupying about 
1,500 square feet on the street floor, 
has seats for 35 customers. While self- 
selection is encouraged by numerous 
small displays, salespeople are avail- 
able to serve shoe customers. 

Mr. Margolis makes extensive use 
of odd prices to suggest close markups 
and profit margins. Typical prices are 
$3.87, $4.83, $5.22, $6.32 and $6.86. 
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Waxed black retan leather service 
shoe, with glove tan gusset tongue and back- 





IN-STOCK, 


GUARANTEED * 
PROOF” NYLON 
CLOSED SEAMS. 


check these 

: unique 
_ features for 
- longer wear 


Write today for 
FREE 
IN-STOCK catalog! 


WELTING 








stay, 14-iron composition sole, brass hooks and eye- 
lets, Nylon stitching on closing seams. Sized B, 4-7; D, 3-7, 


WIDE VARIETY OF 
LONG-LIVED OUT SOLES 


THE WILLIAM BROOKS SH 


QUALITY 


boys’ shoes that 
give you 


STEADY PROFITS and 
STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 


a 
features that guarantee their long wear, fine 


fit and genuine comfort. They're espe- 


gate Brooks! 









GENUINE LEATHER 
QUARTER LININGS 


~~ “TTOR” BRASS 
NAILS LOCK SOLE 


LE, OHIO © 








¥ 


ADD EXTRA WEAR 


cially crafted to stand up under the 
rough use boy's shoes receive, and 
give the kind of wear that brings 
customers back! If you sell 
boys’ shoes, you owe it 


to yourself to investi- 
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tt it doesn’t bear this VOTAN 
trademark, it isn’t genvine 
leather “SUPERSOLE “t 


For Little 


"RouGH Rivers”! 


LONGER WEAR 
NATURAL BREATHING” 
GREATER FLEXIBILITY 
LIGHTER WEIGHT 
WATER-RESISTANT 





Financial News 





Edison Period Net Down a Bit 


Sr. Lours—Edison Brothers Stores, 
Inc., have reported that sales for the 
first five months of 1956 amounted to 
$34,545,061, as compared with $34,766,- 
220 for the same period last year. This 
represents a decrease of 64 per cent, 

Consolidated net sales for the month 
of May were reported as $8,554,697, an 
increase of 6.85 per cent as compared 
with last year’s figure, 


82 





O'Sullivan Skips Dividend 


WINCHESTER, VA,—-No action was 
taken by the board of directors of the 
O'Sullivan Rubber Corporation at the 
regular meeting with respect to the 
payment of the regular quarterly divi- 
dend of 25 cents per share on the par 
$20 cumulative 5 per cent preferred 
stock customarily payable on July 1, As 
of that date, dividend arrears will 
amount to $1,00 per share, according 








to Vinvent A. Catozella, chairman and 
president of the corporation. 


U. S. Shoe Expects Listing 
On N, Y. Stock Exchange 


CINCINNATI—The board of directors 
of the United States Shoe Corporation 
announced that following the proposed 
distribution by a large underwriting 
group, headed by Merrill, Lynch, 
Pierce, Fenner & Beane, of 170,000 
shares of the presently outstanding 
1,119,388 $1 par value common shares 


| an application for listing its shares 


on the New York Stock Exchange 
would be made. After the distribution 
by the underwriters, it is anticipated 
the number of shareholders will be 


| sufficient to enable the company to meet 

| the listing requirements of the New 

| York Stock Exchange. Since 1931 the 

| common shares, representing the only 

| outstanding securities of the corpora- 

| tion, have been traded over the coun- 
ter. 


Joseph 8. Stern, chairman, and A, B. 


| Cohen, president, reported the largest 


sales volume and net earnings in the 


| history of the company for any previous 


six months period. Net sales after cash 
discounts for the six months ending 
May 31, 1956, were $19,287,867.74, com- 
pared to $15,198,790.83 in 1955. Net 
earnings for the six months were $1,- 


| 216,882 equivalent to $1.09 per share 





compared to $.93 per share for the cor- 
responding period of 1955 stated on a 
comparable basis, 

The board declared a regular quar- 


| terly dividend of 22% cents per share 


on the 
shares. 


new $1 par value common 
The* dividend is payable July 


| 23 to all shareholders of record at the 
| close of business on July 13, 1956, and 


indicates a 20 per cent increase in the 
dividend rate over the 1955 rate of pay- 
ment. Dividends have been paid in 
every year since 1932, 

Sales have grown from $2,553,139 
in 1932, the corporation's first year of 
operation, to $33,596,687 in 1955, In 
April 1955 the corporation acquired 
approximately 98 per cent of the shares 
of Joyce Inc., a leading maker of 
women’s and misses’ casual footwear, 
Reports to the board indicated that 
plans for broadening and expanding the 
Joyce operation are progressing satis- 
factorily and sales volume for 1956 
is expected to increase substantially, 

The officers also said that orders 
booked for fall deliveries are con- 
siderably ahead of last year and that 
the production of both Red Cross 
Shoes and Joyce Shoes would continue 
at a high level for the balance of the 
year, A tenth manaufacturing plant 
is now under construction in Vance- 
burg, Ky., which is expected to be in 
operation early in 1957 for further 
increased production of the company’s 
products, 
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About Shoe People 





A new company, the National Brook- 
side Corporation, has been organized to 
operate a shoe store in Danbury, Conn. 
Incorporators are Tina Lieb, Marian 
Golub and Theresa Ruddy, all of New 
York. 

+ + + 

Roberta Abrahams, 19, daughter of 
Mr. and Mrs. Samuel Abrahams, who 
own the Whitelock Bootery in Balti- 
more, represented Dundalk’s (Md.) 
Veterans Association in the annual 
Miss Maryland Pageant at the State 
Theater, June 27. Miss Abrahams, a 
student at Baltimore Junior College, is 
five feet six inches tall and weighs 121 
pounds, 

* ” * 

Jean Bordenave and Michele Gra- 
mont, of the French firm, Bordenave- 
Gramont, made a recent flying visit to 
this country, spending two weeks vis- 
iting shoe people in New York and 
Boston and showing samples of the 
casual shoes they manufacture in their 
plant at Pau, France, near the Spanish 
border, The plant employs about 400 
persons, turning out 4500 pairs of 
shoes daily, These are of the casual 
type-——flats, skimmers and wedges, Be- 
fore returning to France, Mr. Bor- 
denave made arrangements to exhibit 
spring and summer, 1957, styles at the 
National Shoe Fair in Chicago in Oc- 


tober, 
a” bt a 


Milenke Ponich and Elmo Kostal, 
owners of the new Plaza Shoe Store, 
located in the Plaza Shopping Center 
in the Sheffield district of Aliquippa, 
Pa., were almost submerged in bas- 
kets of flowers at the grand opening 
of the shoe store. The owners, life- 
long residents of this western Penn- 
sylvania steel mill town, are both em- 
ployed by the Jones & Laughlin Steel 
Mill. The new store, 24 by 180 feet, 
features pale pink walls and an ivory 
ceiling, plus open shelving and a six- 
steps-up platform where children are 
fitted, 


> * * 


Bernard J. Rosman, who travels the 
Chicago and northern Indiana territory 
for the Weyenberg Shoe Manufactur- 
ing Company of Milwaukee, said 1955 
was the best of the 80 years he has 
traveled for the firm, He reported a 
28 per cent increase over 1955 in the 
first quarter of 1956, 


* * * 


The J. M, MeDonald Company, of 
Hastings, Neb,, has opened a new store 
in Wichita with John Taylor as man- 
ager, The store is located in Wichita’s 
new Seneca Shopping Center. A_ kid- 
die pen has been installed near the 
front of the store, It is stocked with 
comic books and miniature chairs and 
tables, designed to keep the tots inter- 
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ested while their mothers go shopping. 
Me % a 

Bill Kouns, of the Ephrata Shoe 
Company, Columbus, O., had been tak- 
ing things easy for a while in Grant 
Hospital after a mild coronary attack. 

Oe * of 

The grand opening of Whittle’s 
Shoes’ remodeled store in Newton, 
Kan., featured a three-day fair during 
which $1,175 worth of prizes were dis- 
tributed to store patrons. 

4 ” ~ 

Morton C. Robins has taken over 
sole ownership of Famous Brands 
Shoes, operating two downtown stores 
in Detroit following the withdrawal of 
his former partner, Harry Hoffen- 
bloom, who opened the first unit with 
him in 1949, The stores, originally 
carrying men’s lines only, have added 
women’s shoes, 

+ a a 

William E. Hintz, owner of the New 
York Custom Shoe Shop in Detroit, ex- 
panded his business with the admis- 
sion of his brother, Edmund, to a part- 
nership, Founded in 1911, the firm 
specializes in custom production of cor- 
rective and straight last shoes. 

a * oo 

Jess P. Ricardeau, who operates the 
Richardeau Dance Studios in Detroit, 
expanded operations with the addition 
of a line of dance footwear, 

a” *b * 

Vincent A. Rocco was promoted to 
manager of the Leed’s Shoe Store at 
Chester Avenue and Nineteenth Street 
in downtown Bakersfield, Calif, He 
was formerly assistant manager, Mr. 
Rocco started his career with Edison 
Brothers six years ago as a salesman 
in the firm’s Fresno, Calif., stores. 

” oS + 

John Prince, who has been a special 
assistant to management at the F, & R. 
Lazarus and Company department store 
in Columbus, O., has been named mer- 
chandise manager of shoes, sporting 
goods, luggage and cameras, 

ob * + 

Shoe Market, Inc., was opened at 
1540 Broadway, Toledo, by Jack Rosen- 
baum and Anthony Candella. Mr. 
Rosenbaum has had 80 years’ retail 
shoe experience, 

* + + 

H, 0, Nichols Company, men’s wear 
in Toledo, has opened its second down- 
town store, Warren Hanson heads up 
the department at the second store, 

+ * oa 

Lloyd M. Dickens, who for 15 years 
was business manager for the Com- 
munity Hospital in Upland, Calif., has 
bought the Burtons Children Shoe Store 
at 1627 North Garey Avenue, Pomona. 
He has changed the name to Junior 
Town Bootery, 



































DON’T BE A 
PUPPA-DEALER 


Unlike many shoe merchants 
who can't even call their 
soles their own, you're your 
ewn boss when you buy and 
sell Holland-Racine, No 
strings attached! You get co- 
operation, not competition, 
from the factory, It's won- 
derful to be independent, 


gourr S, 
« % With Helland-Racine 
# you're free to sell what 
z is ’ you like--when you like. 
. sg Write for details, 
*‘Meuee™ 
HOLLAND-RACINE SHOES, Inc. 
HOLLAND MICHIGAN 
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EXCLUSIVE 


FOOT-SO-PORT 
SHOE STORE 








1S A SOUND INVESTMENT | 


NOW AND A SUBSTANTIAL 
INCOME FOR YEARS TO COME 


@ Instead of fighting for survival 
in the sea of ever-increasing com- 
petition by lowering quality and 
cutting retailers’ profits, the Muse- 
beck Shoe Company is constantly 
striving to increase the quality of 
Foot-so-Port Shoes. 

® Even in booming times, as we 
are experiencing today, the retailer 
who shows a smart profit is the one 
who gives the most value for the 
customer's dollar, Repeat sales, 
which is the backbone of the re- 
tail shoe business, is measured 
solely by the quality of the prod- 
uct and 


75% of Foot-so-Port business 
is made up of... 


REPEATS 


ONE CUSTOMER 
TELLING ANOTHER 


PRESCRIPTIONS 


... and that’s because there is no 
other shoe in America today that 
gives such satisfactory perform- 
ance, 


If success is what you are looking for, 
write today for your copy of “The In- 


“eve neer 










side Story of Foot-so- 

Port Shoes” and full THE 
details concerning INSIDE STORY 
an agency in your oF 
city, There are fre- F00T-50-PORT 
quent opportunities SHOES 
for managerial posi- 

tions among dealers 


who own and operate several Foot-so- 
Port Stores, 


FOOT-SO-PORT SHOES 
A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 





Obituaries 





James A. Lonergan 


Monett, Mo.—James A. Lonergan, a 
sales representative of the Vaisey-Bris- 
tol Shoe Company, who travelled 
Pennsylvania and upper New York, 
died at his home in Springfield, a Phila- 
delphia suburb, after suffering a heart 
attack. He was 56. 





JAMES A, LONERGAN 


Mr. Lonergan became associated with 
Vaisey-Bristol four years ago. He was 
previously connected with the Virginia 
Shoe Company, for which he served as 
divisional sales manager in Chicago. 

He had a background of more than 
80 years in the shoe industry, starting 
with the Geuting’s retail shoe operation 
in Philadelphia. He was a children’s 
shoe buyer for Famous-Barr Company, 
St. Louis; production manager for the 
Gerberich-Payne Shoe Company, Mt. 
Joy, Pa. and was a regional sales 
representative for J. Edwards & Com- 
pany, Philadelphia, 

He is survived by his widow, Helen, 
and two daughters, Marcella and Helen, 


William F, Smith 


New York—William F, Smith, sales 
executive for Esquire Shoe Polishes, 
died here May 28 at the age of 59, in 
Kew Gardens Hospital, Queens, and 
was buried in Lutheran Cemetary, also 
Queens, on May 31, 

He had been associated with shoe- 
polish manufacturers for about 35 
years and was known personally from 
const to coast to many wholesale dis- 
tributors and operators of shoe stores 
and shoe repair shops, 

He had been a member of the execu- 
tive sales staff of Knomark Manufac- 
turing Company, Inc,, producer of Es- 
quire Shoe Polishes, since last Novem- 
ber, 

He is survived by his widow, Ruth 
Larsen, and by two brothers, George 
and John, 


Arthur A. Williams, Sr. 


Worcester, MAss.—Arthur A. Wil- 
liams, Sr., chairman of the board of 
Graton & Knight Company, local 
leather manufacturers, died recently at 
his home on Brigham Hill Road, North 
Grafton, at the age of 78. 

Mr. Williams took over the chair- 
manship in 1942 and was also president 
of the company from 1944 to 1952 when 
his son, David S. Williams, took over 
that post. In addition to his duties 
with Graton & Knight, Mr. Williams 
was chairman of the board of the 
Goodwill Shoe Company of Holliston, 
Mass., and was a member of the board 
of the I. B. Williams & Son Co., of 
Dover, N. H. At one time he was 
awarded a medal by the National Shoe 
Manufacturers Association in recogni- 
tion of an invention used in safety 
shoes. 

Surviving Mr. Williams are his 
widow, Mrs. Caroline Williams; three 
sons, David S., of New Hampton, N. H., 
Arthur A. Jr., of Framington, Maass., 
and William Williams of Rutland, Ver- 
mont; and a daughter, Mra. Ruth Good- 
now of Southboro, Massa, 





Edward E. Schiff 


CINCINNATI, O,.—-Edward E. Schiff, 
72, retired secretary and assistant 
treasurer of Shoe Corporation of Amer- 
ica, died of a heart attack in his home 
in Cincinnati. He had retired in 1953, 
but retained the title of vice-president. 

Mr, Schiff, a former newspaper re- 
porter, free-lance writer and publicity 
writer for the old Fox Film Company, 
joined the shoe-manufacturing con- 
cern as assistant treasurer in 1929, He 
retired three years ago, but retained 
the title of vice-president, 

In addition to his widow, Matilda, he 
is survived by two sons, Dr, Leonard 
Schiff, professor of physics at Stanford 
University, Palo Alto, Calif., and Dr. 
Daniel Schiff, physicist with Raytheon 
Corp., Cape Cod, Maas.; three daugh- 
ters, Mra. Henry Klipstein, Santa Ana, 
Calif.; Mrs. Kenneth Hanson, San 
Lorenzo, Calif.; and Mra, Abe Alter- 
man, Atlanta, Ga., a sister Mra, 
Rudolph Benson, of Cincinnati and a 
brother, Sam Schiff, of Lafayette, Ind, 





Marvin B. Miller 


Sr. Lours— Marvin B. Miller, 68, 
veteran St. Louis shoe retailer, died 
June 5 of cancer at Barnes Hospital 
here, Mr. Miller was associated with 
Harvey Kopp Inc., agent for Stacy- 
Adama Shoes, A son, Jack Wright of 
Houston, Tex., a sister and a brother 
survive, Burial was at Converse, Tex, 
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Soles GUARANTEED to wear 


4 MONTHS! 


or a new pair Free! 










Reg-E-Sturd 
#87002 

Cordovan Color 

Sixes 1 to 7, Widths Ato E 


Price $4.60 net 


REG-E-STURD shoes are packed with features that SELL SHOES, Goodyeor 

Welts, W m Guarantee, Life-Time Counters, Anti-PFungus drill lin mae 
s, solid leather insole, Chrome upper stock, 
A to E, price 4.60, suggested retail 7.95, 


irter link 
to 7, wid? 


e r 
Superior leather 
IN STOCK, sizes 


also 
Foot Kin 
FOOT KING (R) MENS; Goodyear 


BOY RANGERS, sizes 1 to 7, widths A to E, price 3.95 to 4.50 & up 
elts, B to BEE, price 4.40 to 6.15 & up. 


Fast Styles & Staples—Ripple Soles—Shu-Loks 


FOOT KING"means BUSINESS 
write Dept. 71, The A. $. KREIDER & SON CO., Palmyra, Pa. 


Boys Shoes 


* Top quality 
White Elk 

* Gothalite 
Wear-Rite 
Leather 
Shade Sole 


* Regulation 


Heel 
GIRLS 4/9 


$5.60 


MAJORETTE BOOT 


10/8 Majorette 


YOU CAN DEPEND ON Goons ATHLETIC FOOTWEAR 


| Top Quality Littleway 


FOOT KING ® | 


REG-E-STURD © 


Lively Stepper 


~~ NO 
Y~ DELAY 

WE 

SHIP 
TODAY 


MISSES 12/3 


$5.00 





Style No, 6020 





INFANT 
SIZES 4/8 


BOWLING + 














Earl E. Fuller 

Burra.o, N. Y.—Earl E. Fuller, 63, 
owner of an arch-support business at 
485 Main St. for 80 years, died June 6 
in Meyer Memorial Hospital after a 
five-week illness. 

Mr. Fuller made and sold a non- 
metallic arch support called Fularco 
Beveledge. Born in Chelsea, Vt., he 
attended schools there and in Lowell, 
Maas. After working as a shoe salea- 
man in Boston and Montreal, he be- 
came a sales representative for the 
former Hall & Hodges Shoe Company 
of Montreal, Mr, Fuller came to Buf- 
falo in 1928, He conceived the idea of 
a new custom-made arch aupport and 
in 1926 opened his own business, 

He waa a life member and former 
vice-president of the Optimist Club, 

Surviving are his widow, Mra, Bea- 
trice Farrow Fuller, and a daughter, 
Mra, Jerry W. O'Neill, 





Thomas F, Beresford 


St, Louts——Thomaa F, Beresford, 53, 
manager of the style and pattern de- 
partment of International Shoe Com- 
pany’a Pennant division, died June 9 
at St. Luke’s hospital following an 
emergency operation to replace a por- 
tion of the main artery, 

Born in England, Mr, Beresford came 
to this country as a young man, He 
joined International in 1928, Survivors 
include hia widow; a foster son, Jack 
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Lee of Houston, Tex.; and his mother, 
Mrs, Robert Bishop of Leicester, En- 
gland, Burial was at Lakewood Park 
Cemetery, 


Charles A, Ducios 


MONTRBAL, QUE.—-Charles A, Duclos, 
78, widely known in the shoe and 
leather industries, died June 18. 

Born in St. Hyacinthe, Mr. Ducios 
was educated at Stanstead College, He 
started hia business career in St, Hya- 
cinthe with the leather manufacturing 
firm of Duclos and Payan, Ltd, of 
which his father was co-founder, In 
1926 he formed the C. A, Duclos 
Leather Company. He was president 
until his death, 

He was a governor of Queen Eliza- 
beth Hospital and held membership in 
the Canadian Club, Montreal Board 
of Trade, La Chambre de Commerce de 
Montreal, the Dominion Commercial 
Travellers Association, and St, An- 
drew’s Church, Weatmount, 





‘Telephone Salesmanship’ 
Moves More Cowboy Boots 

DENVER — “Telephone salesmanship” 
has worked out so well at Pat's Shoe 
Service, suburban shoe atore here, that 
owner Pat Joy has more than tripled 
aalea of children’s cowboy boota, 

This Denver shoe store operates a 
full alze shoe repair service aa well and 
for the past several yeara haa special. 
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ized in the repair of Western footwear, 
As a result, Mr, Joy receives a steady 
volume of stockmen’s boots, work shoes, 
riding boota, and other heavy-duty foot- 
wear. Along with such service to stock- 
men, stockshow exhibitors, and riding 
academy owners, Pat's Shoe Service at- 
tracta many “family customers” who 
bring in children’s cowboy boota, 

All too often, he has found, there is 
a tendency on the part of parents to 
economize in buying boots for boys and 
girls, with the result that the boots 
breakdown ewiftly in their everyday 
hard usage. 

Now, whenever a pair of children’s 
boota are brought in which have been 
badly scuffed holes worn in the soles, 
heela ground away, or solea sporting 
from the use of green leathers, Mr, Joy 
automatically acribblea the family’s 
name and address on a file card for a 
later telephone call, Before the boots 
are repaired, he telephones the mother 
in the case introduces himself, points 
out that the coat of repairing the low 
price pair of cowboy boota is likely to 
exceed their worth and explaina that 
Pat's Shoe Service carries a full line 
of children’s boota, 
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Shoe Man Named Art Officer 


LINCOLN, Neen, Fred N. Wella, 
senior member of the firm of Wella & 
Froat, Ine. family shoe store, has been 
named treasurer of the Nebraska Art 
Association, 
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Torch Rubber Introduces 
‘Boot ’n Bonnet’ Package 


New Youk—Torch Rubber Company, 
132 Street, here, 


607-5569 West an- 





} 


The new “Boot ‘n Bonnet" duo manufac- 
tured by the Torch Rubber Company and 
consisting of ankle-high latex boots and 
an accordion plastic rain hood. 
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nounced its new “Boot 'n Bonnet” set 
that it is just now introducing to the 
trade, 

The set consists of fashionable, 
ankle-high “Boot-Eze,” made of pure 
latex rubber with an accordion-type 
plastic rain hood, 

The set is gift-packaged in a gold or 
silver lamé bag and comes in either 
black with red or black with a gray 
cuff, The size ranges are amall, medium 
and large. 

Torch will promote the new item 
from the viewpoint that it makes an 
ideal promotional product as women’s 
fashion accessory or for travel or gift 
purposes. Suggested retail price ia $3, 
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New Snow-White Shearling 


PEABODY, MASs,——A. C. Lawrence 
Leather Company, a division of Swift 
& Company, Inc., has just introduced 
a new snow-white shearling, “White 
Softlamb.” The new line offers a 
stronger and softer leather with a 
snow-white wool, Slipper manufac- 
turers will find it of particular im- 
portance for linings and cuffs, the com- 
pany said, The new whiter wool will 
also be available in “White Shulamb” 
for outdoor shoe and boot manufac- 
turers, 


Shoe Shine Kit in Film Bag 
Renders It More Portable 





Shown here is the DyanShine shoe shine 
kit packaged in Visqueen polyethylene 
film, DyanShine shoe dressings are pro- 
duced by the Barton Manufacturing 
Company, St. Louis, Visqueen film is man- 
ulactured by The Visking Corporation, 
plastics division, Terre Haute, Ind, The 
kit contains shoe wax, dauber, brush 
and polishing cloth, Because of the bag, 
the kif may be carried in luggage with- 
out fear of soiling clothing. 
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Use Creative Selling, Brown Asks Dealers 





Franchise Store Representatives Hear Suggestions on Sales, Advertis- 
ing, Merchandising, Planning and Profits at Convention in St, Louis 


Str. Lours—New selling strategies for 
the admittedly highly competitive 
period ahead were submitted by 
Brown Shoe Company to its franchise 
store representatives at its annual 
national convention in St. Louis. About 
475 attended, 

The importance of the individual was 
hammered home as the best weapon 
to meet and beat competition. 

The official theme, “Stay Green” and 
growth through creative, enthusiastic 
selling, wove in and out of talks on 
salesmanship, merchandising, display, 
advertising, planning and profits, with 
J. Richard Johnston, sales manager 
for Brown franchise stores, presiding. 

Item selling will highlight the new 
Buster Brown advertising for fall, by 
which the firm counts on reaching 
5,000,000 children per week and 15,000,- 
000 mothers per month. A quarter-hour 
section of the new Saturday TV series 
featuring Captain Kangaroo will be 
launched August 25, carrying Buater 
Browns to 56 stations and covering 90 
per cent of all TV homes, At the same 
time major newspaper ads will plug 
the TV item to mothers, Pediatric 
magazines will reach doctors, A traffic 
building program has been worked out 
for stores, with giveaways lifted out 
of the Captain Kangaroo show, 

Robert G. Stolz, advertising man- 
ager, and Justin Damen, assistant ad- 
vertising manager, presented the Bua- 
ter Brown story, as well as promotion 
campaigns for all Brown branded lines, 
by naming magazines, issues, space, 
and showing alidea of proposed ada 
plus slides giving dealera suggestions 
on how to tie-in to each advertised item 
with store and window displays, con- 
testa and other devices, 

Strong accessory operation was 
atressed by Harold ©, Moore of the 
Store Planning department in hia dia- 
cussion of merchandise display. Wide 
use of economical aluminum aiding for 
remodeling and de-complicating store 
fronts was recommended, Mr. Moore 
showed retailers how to build displays 
that further impulse buying, how to 
bring brand identification signa close 
to traffic, how to use island display 
cases in veatibulea, and how to open up 
a atore plan for more inviting appear- 
ance, The psychology of moving men’s 
departments up forward away from 
youngsters was analyzed, Modern 
multi-purpose display units demon- 
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strated by Mr. Moore were on view in 
Brown’s Sell-A-Vision Room adjoining 
the convention hall, along with a color- 
ful assortment of promotional ma- 
terials, 

Richard C. Borden, president of Bor- 
den & Busse, sales consultants, gave 
franchise dealers the first formal pres- 
entation of Brown Shoe Company's 
new “push-button package” of audio- 
visual sales training. This simplified 
salesmanship kit consists of eight ree- 
ords and eight accompanying booklets 
and covers shoe fitting, showmanship, 
suggestive selling, how to change single 
shot customers into repeaters, and the 
like, 

Since women’s business in family 
shoe atores does 80 per cent of its vol- 
ume in 20 per cent of ita sizes and 
atyles, Willard F. Barber, Air Step 
general manager, recommended that 
dealera keep their investment in these 
20 per cents to beat protect total in- 
veatment. A concentration and depth 
program, Mr, Barber believed, would 
reduce markdowns and simplify buying 
and merchandising, 

Roblee general manager Stanley 
Rogaich urged Brown dealera to help 
men become aware of atyle trends, lel- 
aure footwear, and the right shoe for 
the right occasion, 

Sales figures and atatiatica on the 
operation and profit of Brown franchise 
atorea as veraua average independent 
shoe atorea were presented in full de- 
tail, with the request that they remain 
confidential, Credit Manager Harry W. 
Aatroth reviewed the importance of 
balancing inventory and sales and of 
building a cash reserve representing 
at least one month’sa average salen, 
ao that alight disturbances of the eco- 
nomie pleture do not put business tn a 
“atraight jacket.” 

James Wataon, preaident of Wataon 
Associates, presented an animated 
demonatration of how tact, diplomacy, 
warmth, grooming and personality pay 
off in profits, A nationally-known man- 
agement consultant, Dr, Sylvia A, Sor- 
kin of St. Louisa, brought the salea-epur 
series to a close with a witty pep talk 
titled “Would You Hire Yourself?”, 
in which she asked dealers to take a 
good look at themselves and cheek for 
cheerfulness, polse, dependability and 
other personality traita. 

A fashion show with Kay Hays, Shoe 
Editor of Vogue Magazine, as commen- 


tator, was incorporated in the three 

day program, which included talks by 
John A. Bush, chairman of the board 
of Brown Shoe Company; A. C. 
Fleener, vice-president, Brown Shoe 
Company; Harry Caray, St. Louis 
Cardinals’ sports commentator; and 
John F. Heron, regional director of 
Dale Carnegie courses. Attending re- 
tailers were entertained at the Munici- 
pal Opera, the Cardinals baseball game, 
the Mississippi River excursion steamer 
Admiral, and given an escorted tour 
of the Air Step factory at Union, Mo, 


St. Louis Shoe Manufacturers 
Elect Officers, Directors 


St. Lours—At a recent meeting of 
the St. Louis Shoe Manufacturers As- 


sociation, officers and directors were 
elected to serve for the coming year, 

Robert G, Stolz, Brown Shoe Com- 
pany, will serve as president, while 
Paul E, Johansen of Valley Shoe Com- 
pany will act as chairman of the board 
of directors, Arthur H, Gale will re 
main as executive secretary of the as- 
sociation, 

Other officers are: first vice-presi 
cent, Lester V. Tober, Tober-Saifer 
Shoe Manufacturing Company; second 
vice-president, Norfleet Rand, Interna 
tional Shoe Company, and treasurer, 
Harry Bennigson, Hamilton Shoe Com- 
pany. 

Elected to the board of directors 
were A. V. Wheeler, International 
Shoe Company; Fred J, Weber, Weber 
Shoe Company; Theodore F, Schroth, 
Brown Shoe Company, and Gale Lb, 
Pate, Juvenile Shoe Corporation of 
America, Raymond Kohn of Wolff. 


Tober Shoe Manufacturing Company 
retired from the board, 





Jarman Shoe President 
Dubbed a ‘Louisiana Planter’ 





Earle T. Bumpous, Jarman Shoe Com- 
pany president, is admiring his official 
certificate as @ "Louisiana Planter,” pre- 
sented te him by Jarman dealer “Col- 
onel” Irving Selber of the Selber Broth- 
ers store, Tarovepert, La. The southern 
planter hat he wears is designed te ge 
along with the certificate, 
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Milwaukee Tanners Enthusiastic Over Airport Motion Displays 


Milwaukee tanners feel that suggestive selling by means 
of such media as the big display ads they have been using 
successfully at Milwaukee's new airport contains a vast 


MiLwaukre—Something different in 
shoe promotion directed to the con- 
sumer, which is serving as a boost for 
retailers and has pushed sales upward 
throughout the continent, is the motion 
display in the south pier of the espla- 
nade in Milwaukee County’s new air- 
port, Gen. Billy Mitchell Field. 

Mid-States Shoe Company said they 
leased the space last fall with little en- 
thusiasm but now believe that other 
manufacturers throughout the country 
will see this advertising medium as a 
“tremendous opportunity” to reach the 
public directly, The idea grew as they 
developed a theme of “the magic carpet 
for the weary traveler—Airfilm shoes 
for men by Crosby Square.” 

At the same time, along with other 
Milwaukee industry, a number of 
leather companies combined a civic 
gesture with moving displays of their 
leathers. These include Wisconsin 
Leather Company, Ffister & Vogel 


Tanning Company and Albert Trostel 
& Sons Company. 

“We're the only people there selling 
the public directly and we're amazed at 
the extent of interest and correspond- 
ence which this display has brought 
us,” Mid-States officials said. “We have 
had letters from men or their wives in 
Hawali, Canada, Mexico and nearly 
every state in the union asking us 
where they may purchase these shoes. 
It’s a wonderful way for the shoe man- 
ufacturer to reach the public and di- 
rectly aid his dealers.” 

Charles Raddatz, sales manager of 
the Wisconsin Leather Company, said 
“When you realize how many people 
pass through the turnstile and along 
the esplanade, you can begin to see 
what a dynamic salesman this kind of 
display can be. In an average day, 
2,000 persons pass our booth, From 
December to June, a total of 1,836,445 
persons passed through the turnstile.” 


potential for the shoe industry. Above, left, is the “walk 
on air” Crosby Square ad, whilo right is the display panel 
contracted for by the Wisconsin Leather Company. 








Bennett New Sales Manager 
Of Beebe Rubber Company 


NASHUA, N. H.—Stanley W. Bennett 
has been appointed sales manager of 
the Beebe Rubber Company, here, man- 
ufacturers of rubber products for the 
shoe industry. The appointment was 
announced by E. Colman Beebe, presi- 
dent, 

Prior to joining Beebe Rubber Com- 
pany, Mr. Bennett was vice-president in 
charge of sales for the Compo Shoe 
Machinery Corporation, Boston. He 
served first as general sales manager 
for the firm and was in charge of all 
sales and service operations, 

Mr. Bennett was also associated with 
Toledo Seale Company, Toledo, 0O., 
where he started as serviceman, quickly 
moving to field sales manager, sales 
promotion manager, national retail 
sales manager and was assistant gen- 
eral sales manager when he left to 
join Compo, 

In his new capacity with Beebe, Mr. 
Rennett will handle, along with his 


STANLEY W. BENNETT 


other duties, the promotion of the new 
Ripple Sole. The unique sole is manu- 
factured exclusively in the United 
States by the Beebe Rubber Company. 

He is a graduate of Toledo Univer- 
sity where he majored in Business Ad- 
ministration, 


Bates Shoe Announces 
Slate of Elected Officers 


Wesster, Mass. — At the annual 
stockholders’ meeting of the Bates 
Shoe Company, beside Richard N. 
Sears, elected treasurer to fill the post 
on the recent death of his father, F. 
I, Sears, Paul H. Pearson was elected 
assistant treasurer, and John E. 
Craver, secretary. New members elect- 
ed to the board are Paul H. Pearson 
and John E. Craver. 

The company named its officers as 
follows: President, BE, A. Craver; ex- 
ecutive vice-president and treasurer, 
R. N. Sears; sales vice-president, F. 
BE. Ryan; secretary, J. E, Craver. The 
board of directors comprises the officers 
named and Andrew B, Carrington, Wil- 
liam A. Cash and Bates B, Craver. 
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Culver in Hands of Employees 


Enin, TENN.—A. M. Timmons and 
M. L. Kiefer have become president 
and secretary-treasurer respectively of 
the Culver Manufacturing Company, 
Ine., following the resignation of E. 
M, Culver and C, Elaine Culver. 

The Culver family has sold its in- 
terests in the corporation to key em- 
ployees who will continue to produce 
the Cuddle Cubs and Magie Loop 
Bumpers lines of infants’ shoes, Bear- 
hide and Bearfoot sandals and chil- 
dren’s house slippers. 


Alaskan Line Goes West 


MitwavuKker—The Don Morrill Com- 
pany, Fresno, Calif., has been chosen 
to carry the Alaskan line from Den- 
ver, west to the Pacific Coast, Irving 
Gerber, vice-president and general 
salesmanager of Alaskans and Kick- 
erinos, announced, The sales company 
is visiting sporting goods shops and 
ski hute throughout the entire terri- 
tory, promoting the over-the-stocking 
boot for winter sports. 
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New York—The largest advertising 
and promotion program ever under- 
taken for the Huskies and Huskie Pup 
lines will get under way in August, it 
was announced by William Manowitz, 
president of the Hussco Shoe Company. 

Timed for the back-to-school market, 
the campaign will include space in 13 
national magazines, a special promotion 
based on a movie about teenagers, full 
pages in Sunday supplements, and 
heavy regional newspaper advertising. 
Tie-ins to build back-to-school traffic 
for Huskies’ 12,000 retailers through- 
out the country are also scheduled. 

Retailer display material will feature 
photos of 20th Century Fox starlet 
Terry Moore to emphasize Huskies’ 
new theme of “Stars in Style.” Local 
theatres will run Huskies credit lines 
and put Huskies displays in lobbies 
during the showing of her movie, “The 
Day the Century Ended,” which will 
open in the fall. Retailers will also 
distribute autographed photos of Miss 
Moore. 

For the first time, Huskie Pups, the 
Hussco line for children, will be mer- 
chandised as a separate brand. The 
campaign will lead off with an ad in 
the September issue of a national 
magazine announcing a “Double Guar- 
antee” with each pair of shoes sold. 
Displays and prepared store ada fea- 
turing the Double Guarantee certificate 





Van Shotwell Joins Sales 
Staff of Pfeiffer’s, Inc. 


Worcester, MAss.—-Van Shotwell of 
Beverly Hilla, Mass., has joined the 
sales staff of Pfeiffer’s, Inc., well known 
manufacturers of women’s slippers and 
casuals, it has been announced by Ralph 
Cary, sales manager. 





VAN SHOTWELL 


Mr, Shotwell will represent Pfeiffer’s 
exclusively in California and Nevada, 
Several yeara ago he originated and 
promoted “Van's Shoe Dressings,” later 
distributed by the Wileo Corporation, 
He has sold shoes in his present terri- 
tory for many years and will now de- 
vote full time to the Pfeiffer’s line, 
Mr, Cary said, 
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Biggest Huskies Ad Drive Scheduled to Break in August 


will be distributed to retailers. A na- 
tional advertising campaign will break 
at the same time. 





Named USMC Research Aide 


Boston — Bruce H. Anderson has 
been made an assistant director of 
research of the United Shoe Machinery 
Corporation, in which capacity he will 
work on planning and market analysis. 

Mr. Anderson joined United's Re- 
search Division in 1946 and has served 
in various capacities, most recently in 
the programming department of 
United’s laboratories at Beverly, Mass. 





David Gregory Joins Staff 
Of Shoe Form Company 


Aubpurn, N. Y.—David Evans Greg- 
ory was appointed to the sales staff of 
Shoe Form Company, Ine., here, as as- 
sistant to Gordon N. Tutton, sales man- 
ager, in charge of shoe and hosiery 
form promotion, it was announced by 
Frank P, DeWitt, president of the com- 
pany. 





DAVID E. GREGORY 


From 1947 through 1951 Mr. Greg. 
ory operated out of the Albany, N, Y. 
office of the Armetrong Cork Company 
covering all the shoe manufacturers 
and industrial accounts in upstate New 
York. 

In 1952 he joined Solar Steel Corpo- 
ration as a resident saleaman in Au- 
burn, covering the same area, 


Shoe Firm’s Safety Campaign 


Enprcort, N, Y,—Endicott-Johnaon 
Corporation has organized a  com- 
mittee of more than 600 employes to 
wage an intensive safety campaign 
throughout the year, 

Carl Molter, safety director for the 
shoe company, said about 60 membera 
of the committee will have volunteer 
supervisory reaponaibilities for the 
program, One of the first steps in the 
accident prevention campaign will be 
the distribution of a booklet outlining 
the elementa of safe working conditions 
and practices, 





Hickey Assistant Sales Head 
At Evans Tanning Company 


CAMDEN, N. J.—Thomas R, Hickey 
has been appointed assistant sales man- 
ager of John R. Evans & Company. His 
present activity requires that he spend 
most of his time at the tannery in 
Camden. 





THOMAS R. HICKEY 


Mr. Hickey is a graduate of the 
Massachusetts Institute of Technology. 

He started working for the Evans 
Company in 1946, spending his first 
year at Camden and atudying tanning 
and manufacturing processes, During 
the past 10 years he has been active in 
industry affairs and is now serving 
as chairman of the publicity committee 
of the Kid Leather Guild. 


UBS Chemical Shows 
Its Processing Installation 


Campriper, MAss,-—— UBS Chemical 
Corporation announced the completion 
of ita $400,000 automatic processing 
installation at the company’s open 


house held at the UBS plant here, 
Employees of UBS and their fami 
lies were conducted through the ultra 
modern 15,000 square foot inatallation 
which ia used to process UBS poylmers, 
The new polymers processed with 
this inatallation are used in the com 
pounding of modern floor waxes and 


upholatery fabrie backings, tannery 
finishes and other applications, Heavy 
demand for theae polymers, Ubatol and 
Unibae, necessitated the present ex 


pansion of production facilities 


Foam on Fabrice Price Down 


STamrorp, CONN.=A price reduction 
on ita foam on fabrie for the shoe in 
duatry waa announced by Hewitt 
Robina, Inc, The reduction is made 
possible by recent technological de- 
velopmenta in the manufacturing proe- 
eas, the company’s announcement said, 

The new price ranges from 70 cents 
to $1.55 a square yard, depending on 
thickness. The product is available 
with cotton sheet backing in 1/16, 3/32, 
%, 8/16 and 4 inch gauges, 
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NSMA Schedules Third Annual Clinic for August 20 


New York—“Buiiding Volume and 
Profits in 1957” is the theme of the 
National Shoe Manufacturers’ Associa- 
tion’s third annual merchandising 
clinie to be held August 20 in the Sert 
Room of the Waldorf-Astoria Hotel, 
here. The sessions will run from 9:15 
a.m. to 4 p.m, 

Outstanding executives in the shoe 
industry, as well as a group from out- 
side the industry, will present work- 
shop sessions on advertising, selling 
and promotion. 

The clinic will again present “Sell- 
orama,” an exhibit of selling aids of 
interest to sales, research and promo- 
tional men. 

A welcoming address will be given 
by John E. Dickinson, chairman of the 
Merchandising Clinic Advisory Com- 
mittee. Merrill A. Watson, executive 
vice-president of NSMA, will act as 
moderator, 

Addresses include “Some Aspirin for 
Your Net Profit Headaches in 1957,” 
by Ed Weiss, Doyle, Dane, Bernbach, 
Inc.; “What Help Do Retailers Want 
From Manufacturers?” by William J. 
Pilat, president of the Russell W. Allen 
Company; “Stimulating Older Sales- 
men to Sell More Shoes,” by Jack Lacy, 
of Lacy Sales Institute; “How to Get 
More Sales Punch in Your Advertis- 
ing,” by Walter Weir, vice-president of 
Donahue & Coe, Inc.; “How to Brain- 
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storm Your Sales Problems,” by Wil- 
lard Pleuthner, vice-president of Bat- 
ten, Barton, Durstine & Osborn; “An 
Analysis of the Shoe Market in 1957,” 
by William Sheskey, economist. 

An industry panel will be conducted 
on the subject, “The Most Important 
Thing in Selling.” 


210 to Hold Sixteenth Annual 
Golf Tournament July 18 


Boston—The Commonwealth Coun- 
try Club has been chosen as the scene 
of the sixteenth annual golf tourna- 
ment sponsored by The 210 Associates, 
it has been announced by George Demp- 
sey, president of the organization, This 
tournament will be held July 18, Silver 
trophies are offered to low net winners 
in the three divisions, shoes, allied and 
leather; and a Paul Revere bowl will 
go to the low gross winner of the day. 
In addition, eighty other prizes will be 
awarded in a special Shawnee tourna- 
ment, 

Chairman of the tournament commit- 
tee is Mortimer Weiss, of the Cooney- 
Weiss Fabric Corporation, Assisting 
him are Frank Mersky, Delco Rubber 
Company; Edwin Kassel, Gold Seal 
Rubber Corporation; George Kaplan, 
Majestic Fabrics Corporation; and 
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Ralph Pope, Jr., Northwestern Leather 


Company. 
This is the eastern division tourna- 
ment of 210. The western division 


matches will be played in St. Louis on 
July 26. 


International Shoe Appoints 





Roy W. Ballew, a veteran of 31 years 
with International Shoe Company, has 
been appointed superintendent of the 
company's plant at Hermann, Mo., sue- 
ceeding Charles W. Shipley whe recently 
retired. Mr. Ballew, who has been con- 
nected with International's juvenile gen- 
eral division since 1953, was named as- 
sistant superintendent at Hermann in 
July, 1955. His appointment as superin- 
tendent became effective on June 1, 
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a bigger seller than ever, There's new grace in 
the tapered wedge. The airfoam sock lining, to match the 
upper, cushions every step. The famous Puncho cling 
keeps the slipper fitting securely and comfortably across 
the instep. #5170, in stock. Cape, choice of eight colors. 
Sizes 314 to 10, N. & M. Retails about $5.95, #7880, in 
stock, Gold or silver kid. Retails about $9.95. 


Write, wire or phone 
SWAN SHOE COMPANY 


3001 £. MADISON STREET 
BALTIMORE 5, MARYLAND 


PUNCHO 


| 
This 1956 version of the never-equaled Puncho is proving 
| 












The Shoe Industries 
of the World 


meet in Britain for the 
Shoe and Leather Fair 


Wherever you are— whatever part you 
play in the Shoe Industry, you must be 
at the Shoe and Leather Fair to see:— 


@ The best of British Footwear on parade. 


@ Shoe Manufacturing and Repairing Ma- 
chines in action. 


e@ The 


components used in modern footwear. 


latest materials, accessories and 


@ Large selections of all classes of sole, 
upper and light leathers, 


MAKE NEW CONTACTS by meeting  repre- 
sentatives of the Shoe and Leather In- 
dustries from all over the world. 


OLYMPIA—LONDON 
October 1—5 


| Recognized throughout the world as the 
Trade event of the year in Britain, 
| 


swan you" | Tickets and further details from: 

THE SHOE AND LEATHER FAIR 
GRANVILLE HOUSE, ARUNDEL STREET 
| LONDON W.C,2, 





Bufalino Wins Boston Memorial Golf Trophy 


Boston—An attendance of 250 was 
recorded at the golf tournament spon- 
sored by the Boston Boot and Shoe 
Club, held June 12 at the Wollaston 
Golf Club in Quincy, Masa. 

With a low gross of 78, Henry 
Bufalino won the Frank C, Donovan 
Memorial Bowl offered by Boor AND 
SHoe Recorper. This is the second time 
Mr. Bufalino has turned in the low 
gross card at this annual event. Perma- 
nent possession goes to the golfer who 
wins it three times. 

J. Stackhouse, with a net of 63, won 
the Frank C. Donovan Memorial 
Trophy offered by the Boston Boot and 
Shoe Club, 

Other winners who shared in a wide 
variety of prizes were: 

Shoe Manufacturers — Gerry Reed, 
W. E. Tarlow, Jim MeKay, George 
Dean, George Allen, Charles Shriner, 
Allen Goldstein, Richard Potvin, Jr., 
Harold Goldberg, Richard Shriner, 
John Ragas, Earl Spaulding, Ed Lin- 
coln, Jr., Laurence Fisher, BE. A, Dales- 
sandro, John Kangisa, Al Cerce, Bob 
MeGinnity, Herb Copeland, Jack Sher- 
man, Charles Shapiro, Dick Weat, Burt 
Katz. 

Allied Division—Hal Booma, William 
Palm, Ted Silverman, Robert Gorovitz, 
Francis Shea, Arnold Blackwell, Woody 
Foss, Charles Haskell, John Stone, Roly 
Coombs, Ira Cook, P. C. Ela, F. R. 
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Gove, Robert Mackedon, Lee Hart, Bud 
Knight, Gordon Scott, Jr., Bob MeKen 
zie, H. C, Otterberg, E. M. Thompson, 
Lou Robinson, Lester Harris. 

Leather Division —~Austie Harding, 
Larry White, John Slattery, George 
Fuller, Art Gebhardt, A. W. Vietze, 
Ted Cady, Dick Fisher, Herb Somers, 
Murt Tarlow, Paul Gardent, Jr, B. 
Silverman, Frank Gould, Ray Shultz, 
George Southwick, W. P. Ellison, Gor- 
don Kitchen, Ed Sweeney, Bob Good- 
apeed, Irving Heller, Harry Hoppe, 
David Price. 

Guest Division—Jerry Lang and 
Melvin Musinaky. 

Non-golfers who participated in other 
sportsa—A,. §S. Bennett, Bob Wright, 
George Beesley, Jas, A. Montgomery, 
Tom Duyer, J. MeCarthy. 

Chairman of the committee which 
arranged for the tournament was Fran- 
cis Shea, 





New Hanover Shoe Directors 


HANOVER, PA,=—- Two new directors 
were elected by The Hanover Shoe, Ine, 
They are William F, Machold, a part- 
ner in Drexel & Company, Philadelphia 
investment bankers; and Elbridge T. 
Gerry, a partner of Brown Brothers 
Harriman & Company, investment 
bankers of New York City, Hanover 
produces a line of men’s and boys’ 
welts, 


Crawford Press Moves 


Brockton, Mass.— The Crawford 
Presa, Inc,, formerly of South Wey- 
mouth, who specialize in catalogs and 
fine printing for the shoe trade, have 
recently moved to a modern brick build- 
ing at 47 Pleasant Street, Brockton, 
Mass, The new location provides in- 
creased floor apace for new equipment. 





Carlisle Golf Outing 
Enjoys Record Turnout 





Top golf winners in the record turnout 
for the Central Pennsylvania Shoe & 
Leather Association outing held at the 
Carlisle Country Club were, left, Woody 
Foss, of Bixby Box Toe —— Ine., 
Haverhill, Mass., low net, and Dick Mait- 
land, of the Carlisle Shoe Company, 
Hanover, Pa., low gross. 
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Purchasing Agent Named 
For Textileather Division 


ToLepo—A ppointment of Carl Fuller, 
formerly of Akron, as purchasing agent 
for the Textileather division of Gen- 
eral Tire & Rubber Company, has been 
announced, 

In his new post, Mr. Fuller will be 
responsible for purchases for the Tex- 
tileather division, including the main 
plant in Toledo, Atkin Manufacturing, 
also of Toledo, and Forrest Process 
Company, New York City. 

Mr. Fuller has been with General 
Tire since 1952 as buyer for engineer- 
ing purchases. Earlier, he was with 
Summit Electric Company, Akron. 
Mr. Fuller is a mechanical engineer- 
ing graduate of the University of 
Akron and belongs to the Ohio Society 
of Professional Engineers and the 
Citizens Committee of Akron. 





May Shoe Production Drops 
Four Per Cent Below April 


WASHINGTON—In a preliminary re- 
port of footwear production for May, 
1956, the Bureau of the Census indi- 
cated that production of footwear to- 
taled 47 million pairs as compared 
with 48.8 million pairs for April, 1956, 
a decrease of approximately four per 
cent, 

Production of men’s dress shoes in 
May of this year was 7.1 million pairs, 
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which represent a slight decrease 
from the 7.2 million pair production 
for this type in April but slightly 
higher than the 6.9 million pairs pro- 
duced in May, 1955, 

Production of women’s dress shoes 
for May, 1956, totaled 12.5 million 
pairs, This was a decrease of approxi- 
mately 10 per cent from April produe- 
tion of 13.9 million pairs and a de- 
crease of approximately five per cent 
from the May, 1955, total of 13.1 mil- 
lion pairs. 

Shipments of footwear from the fac- 
tories in May of this year totaled 42.4 
million pairs as compared with 45.4 
million pairs the previous month and 
43.3 million pairs for May, 1955, 


A. 8. Burg Representing 
Cat’s Paw in New England 


BaLtimorne—The Cat’s Paw Rubber 
Company announced the appointment 
of the A. 8. Burg Company of 116 
South Street, Boston, to represent the 
entire line of Cat’s Paw products to 
shoe manufacturers in New England. 

The appointment highlights increased 
sales activity in New England by Cat's 
Paw, with Irving Newburg continuing 
to represent the company in the same 
area, 

Cat’s Paw supplies manufacturers 
with a complete line of products for 
shoe bottoms, including nationally-ad- 
vertised Cat’s Paw, Microlite and Cat- 
Tex soles and Cat’s Paw rubber heels. 
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Trimfit Hosiery Expanding 
Drive on Nylon Stretch Socks 


New York—New fall lines and new 
fall plana were the subject of two im- 
portant national meetings of Trimfit 
Hosiery representatives recently. The 
eastern get-together took place at the 
Empire State Club in New York, with 
West Coast salesmen gathering at the 
Brentwood Country Club in Los An- 
geles. In both places, the newest Trim- 
fit styles were presented together with 
a complete merchandising and nation- 
wide promotional program, 

The intensive drive on Trimlon, the 
cotton and nylon stretch socks exclu- 
sive with Trimfit, will be expanded for 
fall. The firm’s executives announced 
that the popularity of this group calls 
for « concentration of advertising and 
merchandising activity and have 
planned schedules accordingly. 

Stress is being placed on the teen- 
age market, with full-page ads in two 
national magazines on the agenda, and 
large-scale merchandising follow- 
through to capitalize on them. A series 
of ads have also been scheduled for 
other magazines for added emphasis 
in the childrens market. 

Bermuda socks and Calf Hi’s will 
also get a big play, in keeping with 
their increasing acceptance for sports 
and campus wear. Trimfit is including 
a variety of these in their new line, in- 
cluding styles in plaid, and some with 
cable-stitched patterns, 
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SELLING PREMIUM WHITE 
SHOE CLEANER IN THE NATION! 


Nationally Advertised on TV and in LI F 3 


Look, R.N., Parents, 
Week, Mecail's, Baby Care and 
Newspapers From Coast-To-Coast, 


Hollywood Shoe Polish, inc., Richmond Hill 19, N. Y. 
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Beggs & Cobb Gives ‘Green Light’ to Staff 
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Beggs & Cobb salesmen were given the green light at their recent sales confer- 


ence in Boston. Standing, left to right, Newell Ellis, Sidn 


Doerner, Leslie Heald, 


Mac Lund, Raiph Simpson, Vincent Duncan, Harry Keller, George Messinger, 
George Herrick and Jim eg? Seated, left to right, J. T. Johnston, Whit Mansur, 
. Davy and Miss Polly Drew. 


Boston — Expanded siediliad fa- 
cilities, greater availability of quality 
volume leathers, brand new leathers in 
variety, and increased emphasis on 
styling and promotion were among the 
principal topics discussed at a recent 
Boston meeting of the Beggs & Cobb 
sales organization. 

G. Burton Davy, president of the 
company, stated that the yeara imme- 
diately ahead promised to be the great- 
est in the Beggs & Cobb's eighty-year 
history. “We've been through a diffi- 
cult two-year program of reorganiza- 
tion,” he reported, “and have atrength- 
ened our operations all the way from 
management through production, At 
our Winchester tannery we have in- 
troduced sound production standards, 
We now ean go forward with new as- 
surance of high quality and regular 
production,” 

Commenting on the company’s new- 
ext production facility, Maine Leathers, 
Inc,, at Dover-Foxcroft, Me,, the presi- 


1966 
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dent noted that new tanning processes 
inaugurated there have proved both 
impressive and inspiring. 

In giving the“Green Light” to his sales 
staff, Whit Mansur, sales manager, told 
hia men that “here are seven points to 
emphasize the fact that you men rep- 
resent what now ia the soundest and 
moat dependable supplier of high-qual- 
ity side upper leather in the nation: 
(1) a daily production of 10,000 sides, 
with a corresponding increase in a 
broad line of aplita; (2) tanneries with 
sound production etandarda, quality 
controla, good management, and labor- 
management accord; (3) inereased 
availability of wanted, quality, volume 
leathers; (4) introduction of tested, 
new atyle-right leathers in greater 
variety than ever before in company 
history; (6) new emphasis on advanced 
atyling, supported by aggressive pro- 
motion in the trade presa and through 
divect mail; (6) expanded company- 
wide research and development activity; 





from now, no retailer will 
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and (7) company integrity proved in 
the acid-test of meeting all customer 
commitments in a period of reorgani- 
zation and curtailed production,” 

Attending the conference at the 
firm’s South Street headquarters in 
Boston were the following salesmen, 
sales agents, and company executives: 
G. Burton Davy, Whit Mansur, Harry 
Keller, Newell Ellis, George Messinger, 
Vincent Dunean, Mae Lund, George 
Herrick, Jim Vickers, Miss Polly Drew, 
Sidney Doerner of New York, Ralph 
Simpson of Columbus, Ohio; J. T. 
Johnston of St. Louis, and Leslie Heald 
and Bob Anderson of Chicago. 


Rondeau to Close Plant 


FARMINGTON, N. H.-H, O. Rondeau 
Shoe Company will cease plant opera- 
tions sometime in August, it was an- 
nounced, About 900 employes are af- 
fected, 





Stiles Awarded Golf Trophy 
And Elected Group President 





Peter Stiles, right, came in for double 
honors at the recent Philadelphia Shoe 
and Leather Golf Outing at the North 
Hills Country Club when he won the 
"Cellini Cup" for best low gross and was 
also elected president of the group, Left 
is George F. Peterson, Jr., past presi- 
dent, Max Rosenthal of Cellini Shoes, 
Ine,, and donor of the trophy, is center, 
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Open a Cancellation Shoe Store in Your Town 
Our New Store Consultants Will Help You Set Up a Profitable Operation 
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Ripple Sole on Television 


NASHUA, N. H.—A Ripple Sole san- 
dal for women by Vic Colton was fea- 


tured as a “Fashion First” on the 
“Big Payoff,” nation-wide TV show. 
Commenting on the revolutionary 
new type sole, Bess Myerson plugged 
the cool comfort and day-long standing 
and walking ease afforded the modern 
woman by the two-toned sandal with 
the scientifically-developed Ripple Sole. 
According to Colman Beebe, presi- 
dent of Beebe Rubber Company, tests 
prove that Ripple Sole introduces an 
entirely new principle in walking ease 
with the resilient ripples absorbing up 
to 45 per cent of walking shock, the 
most common cause of foot fatigue. 
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H. GLENN POWNING, JR. 


MARLBORO, MASS..—The B, A. Corbin 
& Son Company, oldest shoe company 
in continuous operation in America 
celebrated its hundred and twenty-fifth 
anniversary on June 25 with a dinner 
party at the Meadows, in Framingham, 
Mass, 

During this one and one-quarter 
centuries, only two family names, Cor- 
bin and Powning, have been connected 
with the management of the firm, In 
1831, Benjamin A. Corbin founded the 
firm under his own name in Webster, 
Mass. It is said that the founder, an 
influential and highly successful busi- 
ness man in other enterprises, started 
the shoe manufacturing company pri- 
marily to advance the industrial pres- 
tige of his home town, 

The original product was the hand- 
pegged boot of that era,. but machin- 
ery as developed was tested constantly 
and quickly installed when proved 
feasible. 

Thirty-one years later, in 1862, the 
title became B, A. Corbin & Son when 
Chester Corbin, son of Benjamin, was 
admitted to the firm. Benjamin Corbin 
died in 1880 at the age of 71 and his 
son took over the office of president. 

Henry Powning joined the firm in 
1898 when the title was changed again 
to the present name of B, A. Corbin & 
Son Company. Three years later the 


Our prices on fine shoes, 

bought direct from the best known 
makers are in line with our 
nationwide reputation 





M. K. WEIL Shoe Company 


F. KEATS BOYD 


Corbin interests retired. Expansion 
was rapid from this point on, Additions 
were made to the original plant and in 
1911 a new factory was opened. 

This anniversary also marks the 
twentieth anniversary of the establish 
ment of complete manufacturing in the 
Marlboro industrial area. 

Until 1911 their output was men’s 
shoes, but at that time the company 
branched out into women’s and boys’ 
welts and today continues to manufac 
ture all three types. For the past sev 
eral years, the majority of their shoes 
have been sold nationally under the 
brand name of A. G. Spalding & Bros, 

Of particular note here is a style of 
shoe known as the Saddle Shoe, now in 
ite fiftieth year of manufacture, It ia 
an original style developed 50 years 
ago by A. G,. Spalding & Bros., prima 
rily as a gym shoe, 

Today its popularity is aa great as 
ever and it is much in demand with 
high school and college students, 

Top management of the B. A. Corbin 
& Son Company, today has H. Glenn 
Powning, Jr., as president and 
F, Keats Boyd as vice-president and 
aales manager. Mr, Powning, Jr.. 
joined the firm in 1928, and Mr. Boyd, 
who was previously with A, G. Spal- 
ding & Bros, in New York, joined the 
firm in 1988, 
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International Sponsoring TV ‘Kiddie Spectaculars’ 


St. Lovis—The International Shoe 
Company, Friedman-Shelby division, 
announced plans to sponsor three 90- 
minute television programs designed es- 
pecially for the children’s audience this 
fall, 

The first of “The Red Goose Kiddie 
Spectaculars” will be presented on 
August 25, originating from the St. 
Louis Zoo. The other shows will be 
on October 6 and December 8. Each 
of the Saturday morning programs will 
be presented on the ABC Television 
Network from 11 A.M. to 12:30 P.M., 
New York time. 

Radio-TV star, Johnny Olsen, will be 
the emcee and guide for the three 
shows, 

The first show, from the St. Louis 
Zoo will be divided into three parts 
starring the Zoo’s famous chimpanzees, 
lions and elephants. 

The Chimpanzee Show now in its 
80th year at the Zoo, is viewed an- 


nually by approximately 1,000,000 per- 


sons. Built around the theme of “Old 
Time Vaudeville” on the Mississippi 
riverboats. 


The opening of the Elephant Act will 
be a TV first, being the first time a 
television camera has picked up ele- 
phants doing a square dance. 

The lion show portion of the program 
is also a deviation from the usual roar 
and growl routine associated with such 
acts. The show designed as a comedy 
routine, is geared to provoke roars 
from the audience rather than the per- 
formers, 

Plans for subsequent presentations 
of “The Red Goose Kiddie Spectacu- 
lars” on October 6 and December 8 
still are not complete, Details of these 
shows will be announced later, 

The agency for the International 
Shoe Company, Friedman-Shelby divi- 
sion, is D’Arey Advertising Company 
of St. Louis. 





Atkinson Leases More Space 


Boston-—Additional warehouse space 
has been leased at 72-82 Lincoln Street, 
here, by the Atkinson Shoe Corpora- 
tion, one of Boston’s leading shoe 
wholesalers. The newly-acquired space, 
totaling 10,000 square feet, is in addi- 
tion to warehouses now under lease at 
172 Lincoln Street, on Huntington 
Avenue and in East Boston. The new 
warehouse is in the same building in 
which Thomas F, Atkinson, founder of 
the company, first opened his wholesale 
business 50 years ago. 


Fawn Shoe in New Quarters 


Sr, Louts—Fawn Shoe Company has 
moved from 2829 Oregon Street, to 
8419 Rutger Street, here, to provide 
extra space so that production may bh» 
doubled, it was disclosed by Chester 
Yard, president, 

Fawn Shoe Company manufactures 
high fashion casuals for women and 
children, specializing at present 0% 
thongs. The Rutger Street building was 
formerly occupied by Weber Shoe Com- 
pany, 


Argentine Hide Shipments Up 


The slump in Argentina’s hide ex- 
ports has radically ended with the oust- 
ing of the Peron regime. Cattle slaugh- 
ter has increased sharply and the sale 
of hides and kips to foreign countries 
jumped 86 per cent, to three million 
hides during the firat four months of 
1956, 


Shaw Augments Distribution 


Cotpwater, Micu,—M. T. Shaw 
Company, men’s shoe manufacturera, 
announced the addition of four new 
wholesale distributors, 

The firma are J, Barasch & Sona, 
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423-425 West Market Street, San An- 
tonio, Tex.; Harbeck Footwear Com- 
pany, 216 Pearl Street, Sioux City, Ia.; 
Copeland Wholesale Merchandise Com- 
pany, 441 West Madison Street, 
Phoenix, Ariz., and Osser & Friedland 
Boot & Shoe Company, 818 South Los 
Angeles Street, Los Angeles. 


Parva Buckle Sales Head 


MrT. CARMEL, CONN.—-Paul W. White, 
president of Parva Buckle Company, 
announced the appointment of Holman 
D. White as sales manager. 

The appointment was made to fill a 
vacancy created by the resignation of 
Stanley Ford, who has accepted the 
position of sales manager of The 
Proctor Counter Company, St. Louis, 
Mo. 

Holman D, White has been connected 
with the Parva Buckle Company since 
its inception, and his activities have 
been centered in salea and executive 
branches of the firm. 


Stone Covers Westport Area 


Sr, Louis—Ivan J. Stone. who has 
been connected with the Westport divi- 
sion of Brown Shoe Company since its 
inception, is now covering the Texas 
and New Mexico area, it was annaunced 
recently by Theodore F. Schroth, Weat- 
port sales manager, 

Mr, Stone has had experience in shoe 
selling from both a wholesale and re- 
tail viewpoint, having formerly owned 
family tyne shoe stores in Spencer, 
Ta., and New Ulm, Minn, 


Join Aeme’s Eastern Staff 


CLARKSVILLE, TENN.—Two saleamen 
have joined the staff of the Acme Boot 
Company, Inc., world’s largeat manu- 
facturera of boots, They are David 
Fase and Lloyd J. Kaufman, 








Kickerinos Division Improves 
Employe Relations Program 

MILWAUKEE —- Kickerinos division of 
Hampton Corporation here is con- 
tinuing its plant and employe relation- 
ship improvement program, resulting 
in what Irving Gerber, vice-president 
and general sales manager, describes 
as “better shoe-making and better cus- 
tomer service.” 

Although Milwaukee is not on day- 
light saving time, Kickerinos has fol- 
lowed the trend of major industry here 
and placed the plant on daylight time 
during the summer months. The new 
plant at 32nd and Hampton Streets 
covering 40,000 square feet, which was 
taken over by the company a year ago, 
has just been air-conditioned for the 
benefit of the 250 employes. The in- 
stock department is being enlarged 
and the fall catalog, which will be 
ready for distribution in mid-July, 
shows the largest in-stock ever in the 
company’s history, 22 different shoes. 

Lew Marks is plant superintendent. 


Sulkis Appointed Brandeis 
Boston Membership Chairman 
BROOKLINE, MASs.—Emanuel Sulkis 
of Brookline, president of the Stein- 
Sulkis Shoe Company, Haverhill, Mass., 
has been appointed chairman of mem- 





EMANUEL SULKIS 


bership of the Greater Boston Brandeis 
University Club, formerly known as 
the Greater Boston Associates of 
Brandeis University, Mr. Sulkis heads 
a drive which will seek to enroll 1,000 
new members, each paying an annual 
membership fee of $100, The club is 
now affiliated with the National Bran- 
deia University Clubs, 


Paule Chemical Representative 


CHARLESTOWN, MAs8s,—The Paule 
Chemical Corporation, announced the 
appointment of Jamea W. Hammer aa 
Ohio representative. Mr. Hammer will 
handle Paule Chemical’s complete line 
of upper leather aprays, water-resia- 
tant sprays, fillers, edges, antiques, 
renovatorsa, repairers, suede sprays, 
ete,, the corporation announced, 
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Goodyear Chemical Personnel Attend Latex Polymers Seminar 





&, 
Several guests and 


Axnon, O.—More than 150 persons, 
representing Southern textile, paper, 
paint, custom compounding and leather 
finishing industries, attended a techni- 
cal seminar on synthetic latex polymers 
conducted by the Goodyear Tire and 
Rubber Company's chemical division in 
Atlanta, Ga. 

The event was held in the Hightower 
Textile Building at the Georgia Insti- 
tute of Technology. 

Main topics covered in the day-long 
meeting included development, produc- 
tion, evaluation, properties and uses of 
synthetic latices, 

Keynote speaker, Herman R. Thies, 
general manager of the Goodyear 
chemical division, presented a broad 
review of the relatively new synthetic 





Worcester Shoe Launches 
Big Ad Campaign in August 

Worcester, Mass.—Starting late this 
summer, Worcester Shoe Company, 
here, will launch the most aggressive 
consumer advertising campaign in the 
firm's history, according to Paul E. 
Clark, company president. 

All advertising will feature the firm's 
“Royal Worcester” line of insulated 
leather boots for work and sport. 

Third-page ads in two colors start 
breaking in men’s and outdoor sports 
magazines in late August and will con- 
tinue through the fall buying season. 
Among the magazines scheduled are 
Field & Stream, Argosy, Sporte 
Afield's Hunting Annual, True’s Hunt- 
ing Yearbook, American Rifleman, and 
Fur-Fiah-Game, The ads, which stress 
the comfort and warmth of “Royal 
Worcester’s” patented insulation, refer 
all prospects to their nearest dealer. 
Worcester Shoe Company sells only to 
wholesalers and distributors. 

Supporting the campaign to build 
sales for “Royal Worcester” dealers, 
the firm also offers a variety of free 
selling helps, including display cards 
and posters, folders, streamers and a 
complete mat service. 
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Goodyear chemical division personnel 

on hand for the seminar on synthetic latex polymers are, 

left to right, F. W. Frew, sales manager, Decatur Chemical 

Company, Decatur, Ga.; A. E. Polson and W. C. Smith of 

Goodyear; F. W. Cox, Jr., Deering-Milliken Research Trust, 

Pendleton, $. C., and H, R. Thies, general manager of the 
Goodyear chemical division. 


latex industry. 

J. D. D’'lanni, assistant to the vice- 
president in charge of research and de- 
velopment at Goodyear, discussed the 
“Theoretical Consideration of Polymeri- 
zation and Latex Characteristics.” 

Other Goodyear speakers included A. 
E. Polson, W. C. Smith, and E. W. 
Scott. Topics ranged from a considera- 
tion of basic latex properties to typical 
end-use applications. Question and 
answer sessions highlighted the morn- 
ing and afternoon meetings. 

Colorful products utilizing latex were 
exhibited in a unique display unit built 
to resemble a typical chemical reactor. 
Products displayed included plastic- 
coated papers used for shoe and gasket- 
ing applications and latex-sized fabrics. 


Begas & Cobb Stylist Tells 
Women How Styles Are Born 


Doven-Foxcrort, Me. — Addressing 
several hundred women of the Miosac 
and Cosmopolitan Clubs of Dover-Fox- 
croft, recently, Polly Drew, stylist for 
Beggs & Cobb, Inc., told how fashions 
are born. 

“Style is no longer the monopoly of 
Fifth Avenue or the Rue de la Paix,” 
she explained, “nor is it the invention 
of imaginative designers. Style really 
has a reason for being. It is a reflec- 
tion of our way of life.” 

Miss Drew elaborated upon the 
“trick” of analyzing high fashion 
trends and intrepreting their value to 
the great middle class, and described 
technical, political, and economic oc- 
eurrences which had influenced shoe 
and leather styles in recent years. 

“The long-range plan of the Beggs 
& Cobb Company for increased pro- 
duction facilities parallels our program 
of broadened research and increased 
development of advance leather styles,” 
she said, 

Of particular interest to the women 
was Miss Drew's display of advance 
styles in leather and shoes, followed 
by the film “Leather in Your Life.” 








Goodyear chemical division personnel who participated in 
the technical seminar at Georgia Institute of Technology, 
are, left to right, W. F. Gerrow, Atlanta district manager; 
W. C. Smith, latex and adhesives section head; C. O. Mc- 
Neer, general sales manager; Dr. J. D. D'lanni, assistant 
to the vice president in charge of research and develop- 
ment; E. W. Scott, sales service, and A. E. Polson, plastics. 





Williams Increases Wages 


PortsMouUTH, O.—A three per cent 
wage increase for the 2,000 employes 
of the Williams Manufacturing Com- 
pany, makers of popular-priced foot- 
wear for women, was announced by 
Blaine Matthews, president. 

The wage increase totals five-and-a- 
half per cent for the year. Less than a 
year ago the company granted a rise 
of two-and-a-half per cent. 

Three-week paid vacations will be 
available for 300 employes with 15 
years of service. This was announced 
at a meeting of supervisory employes 
and all those with 15 or more years 
of service. 

Employes of one yoar get a week's 
vacation and workers in the factory 
from 5 to 15 years get two weeks. 

Mr. Matthews said “the employes 
have earned the pay rise by their 
production and high quality work. It 
is part of the plan to extend maximum 
benefits as they are earned.” 





Acme Boot Names Kaufman 
To East Coast Territory 





\ 
Lloyd Kaufman, recently appointed sales- 
man for the Acme Boot Company, lac., 
Clarksville, Tenn, Mr. Kaufman will 
cover New Jersey, Maryland, Delaware. 
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Vinyl Fabrics Institute Opens New Headquarters 


New YorkK—The Vinyl Fabrics In- 
stitute announced it has moved into 
spanking new, vinyl-from-floor-doors-to- 
furniture quarters on the ninth floor 
of 65 East Fifty-fifth Street. 

Representing 19 leading producers 
of vinyl fabrics, the Institute’s new 
location will serve as headquarters for 
an expanding consumer education and 
public relations program, as well as 
offices for staff members and committee 
meetings. 

Using a colorful variety of vinyl 
fabrics, the decor will be representative 
of the many styles, patterns, and tex- 
tures made by member companies. 
From vinyl-covered walls and doors 
to the contemporary furniture designed 
especially for the Institute by Knoll 
Associates, the entire office will point 
up both decorative and practical as- 
pects of the versatile vinyl fabrics. 

First organized in 1927, The Vinyl 
Fabrics Institute, formerly known as 
The Plastic Coatings and Film Associa- 
tion, has been active in recording style 
designations and gathering traffic, 
technical and production data. Work- 
ing through technical and advisory 
committees of member company ex- 
perts, the group has developed standard 
test methods, supplied information to 
manufacturers and government agen- 
cies and conducted a public relations 
program for the industry. 

Continuing this broad program, the 
Institute in its new location will oper- 
ate in addition as an informational 
clearing house for designers, decora- 
tors, and members of the trade and 
consumer press. 

Included in its expanded and com- 
prehensive public relations program 
will be two five-minute films for TV 
distribution, women’s club groups and 
schools, 

Membership in The Vinyl Fabrics 





Town & Country Appoints 
Merchandise Manager 





Charles Tibbits, Jr., has been appointed 
merchandise manager for Town & Coun- 
try Shoes, Inc,, covering Michigan and 
northern Indiana, previously handled by 
Jack Spenko, Chicago, who continues to 
service accounts in the state of Illinois. 


July |, 1966 








Institute includes the following com- 
panies: American Finishing Company, 
Athol Manufacturing Company, Bolta 
Products, Division General Tire & Rub- 
ber Company, L. E. Carpenter & Com- 
pany, The Columbia Mills, Inc., The 
Columbus Coated Fabrics Corporation, 
Cotan Division, Interchemical Corpora- 
tion, E. I. duPont deNemours & Com- 
pany, Inc., The Federal Leather Com- 
pany, The Firestone Plastics Company, 
General Tire & Rubber Company, Good- 
all-Sanford, Inc., The B. F. Goodrich 
Company, Jamestown Finishing Prod- 
ucts, Inc.; Joanna-Western Mills Com- 
pany, The Landers Corporation, The 
Masland Duraleather Company; The 
Pantasote Company; Respro, Division 
General Tire & Rubber Company; Tex- 
tileather, Division General Tire & Rub- 
ber Company; United States Rubber 
Company and Weymouth Art Leather 
Company, Inc. 


International Shoe Receives 
Red Cross First Aid Award 


St. Louis—The St. Louis Chapter 
of the American Red Cross recently 
awarded International Shoe Company 
a certificate of appreciation for out- 
standing contributions to the Red Cross 
first aid program and civil defense, 

The award was presented by Dr. 
Lioyd L. Tate, chairman of the Red 
Cross first aid and accident prevention 
division, and accepted by Arnold Casey 
on behalf of the company. Mr. Casey, 
who has been active in Red Cross work 
for several years, helped organize the 
program at International. 

Company employees were taught 
special firat aid courses and organized 
into disaster teams at each of Inter- 
national’s St. Louis installations. These 
teams have participated with St, Louis 
civil defense units in two city-wide 
mock-disaster drills as an advanced 
phase of their training. 

International was the only soft goods 
industry to receive the award among 
12 St. Louis companies so honored. 
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Europeans Tour Shoe Plants 


Avpurn, N. Y.-Dunn & McCarthy, 
Inc., shoe planta here were inapected 
by a group of European business and 
professional men who were members 
of a U. 8. International Cooperative 
Administration team visiting this city. 

The six men came from Belgium, The 
Netherlands, France, Germany and 
Norway. 


Brase Joins Juvenile Staff 


Aurora, Mo.—Sig Brase has been 
appointed to the sales force of the 
Juvenile Shoe Corporation, it was an- 
nounced by Charles Arend, sales man- 
ager. Mr. Brase will cover Indiana, 
carrying both the Clinie and Lazy 
Bones linea, He waa formerly asso- 
ciated with Prima and General Shoe. 
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BOX HANDLERS 
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LONG ARMS 


SAVE 


—~ 


Patented 


TIME 


when you need it most, when your sales. 
wer are rushed, Lona Arms cet the shoet from 
the high shelves before you can get a stool or 
ladder, Empties are returned upside down, Long 
arms cost so little you can have one for every 
section of shelving. $3.50 parcel post paid in 
USA. Snecify if for men's or women's boxes. 
Handle length 24” to 60”, Satisfaction quaran- 
teed. Your wholesaler or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn, 
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For Over 41 Years 


MOSINGER- ‘COHN 
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N. Y. Outing Site Changed 


New York—A change in location for 
the annual outing of the Boot and Shoe 
Travelers Association of New York was 
announced by Julian Stern, of the 
P. W. Minor Shoe Company, chairman 
of the event. The outing will be held 
at the Tamarack Country Club, Port 
Cheater, N. Y., July 26. 
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Hinckley Leather Company 
Installed in New Building 


DALLAS, Tex.—The Hinckley Leather 
Company, has opened a new building at 
1715 Levee Street in the Trinity In- 
dustrial District, it was announced by 
Douglas N. Hinckley, president. 

The company, which has operated in 
Dallas for more than 15 years, is a 
wholesale distributor of shoes, moc- 
casins, sandals and leathercraft. It 
ships throughout Texas, Louisiana and 
New Mexico and into parts of Okla- 
homa. 

The new building is double the size of 
former quarters at 2824 Commerce. 
Built of buff brick with darker brick 
trim, it has air-conditioned offices and 
warehouse facilities. It is served by rail 
trackage and truck docks. 

W. N. Hinckley, who is the father 
of the firm’s president, is secretary of 
the company. He also owns the build- 
ing, which was built according to the 
company’s specifications by Williams 
and Wagner Construction Company. 


Dow Corning Names Rhodes 
Head of Consumer Products 


MIDLAND, Micn.—A. William Rhodes 
was appointed manager of Dow Corn- 
ing Corporation’s consumer products 
department, it was announced by Dr. 
W. R. Collings, president. 

Mr. Rhodes served as chairman of 
a consumer products committee for 
the past several years. As manager 
he will supervise production, sales de- 
velopment, and sales through the exist- 
ing sales organization according to Dr. 
Collings, 

He also will continue his present 
work as manager of market research. 
He joined Dow Corning in 1947, spend- 
ing a year in the advertising depart- 
ment before being promoted to market 
research department manager. He pre- 
viously had been a design engineer for 
The Dow Chemical Company beginning 
in 1940, 

Mr. Rhodes was graduated from the 
University of Michigan with a Bachelor 
of Science degree in Mechanical En- 
gineering in 1939 and with a Master of 
Business Administration degree in 
1940, 

Dow Corning’s consumer products 
are completely manufactured chemical 
products for both commercial and home 
use, 

They include such silicone products 
as Sight Saver cleaning tissues for 
eyeglasses and Sight Saver Cleaning 
Stations for industrial use; Shoe Saver, 
the treatment that protects and pre- 
serves shoes; 4X Compound that lubri- 
cates and prevents squeaking of auto- 
mobile rubber shock mountings and 
door, hood, and trunk weather strip- 
pings; and Slipicone to prevent stick- 
ing of such packaging materials as 
plastic films and wax paper. 
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Manager Honored for 30 Years’ Service 





Frank R. Evans, general manager of Goodyear Tire & Rubber Company's Shoe 
Products division, left, is shown receiving congratulations and a lapel pin marking 
completion of 30 years of continuous service from Goodyear president, E, J. Thomas. 





Maine Firm Producing New Type Paratrooper Boot 


Avucusta, Me.—-H. P. Hazzard Com- 
pany here is working on an Army con- 
tract calling for 68,056 pairs of com- 
bat boots at a cost of $486,689. 

The calf-length boots bear a marked 
resemblance to paratrooper’s boots but 
are specially designed to take the place 


of the old ankle-length service shoe, 
the paratrooper boot and the buckle- 
type combat shoe. 

They are currently in use by the 
Army and Air Force, but will be sup- 
plied by the Army to all services by 
year’s end, 





New Hampshire Employes 
Honored for Length of Service 


MANCHESTER, N. H.—Approximately 
85 employes of the Manchester and 
Nashua shoe factories of the J, F, 
McElwain Company, who have ac- 
cumulated 25 years of service with 
the firm, were honored at a _ recent 
dinner at the Nashua Country Club. 
The group consisted of 561 workers 
from Nashua and 34 from Manchester. 

Francis H, Gleason, president of Me- 
Elwain’s, welcomed the new quarter- 
century “class,” which brought the 
total of 25-year workers still employed 
at the plants to 808, 

Each veteran employe received a 
letter signed by J. Franklin McElwain, 
chairman of the McElwain board, and 
Mr. Gleason, in recognition of their 
services, They also were presented a 
service check, and heard the reading 
of a telegram of congratulations from 
Robert C, Erb, who was head of the 
McElwain firm until he became preai- 
dent of the Melville Shoe Corporation 
some time ago. 

All three of the originai founders of 
the McElwain firm, former Gov. Fran- 
cia P. Murphy, J. Franklin McElwain 
and Seward M. Paterson, were present 
and spoke at the tribute to the old- 
time employes. 


Mighty Mickey, the Chimp, 
Stars on Red Ball Jets Show 





When Dunham Brothers Company of Brat- 
tleboro, Vt., sponsored the Big Brother 
show on WBZ-TV in Boston, if was not 
expected that a chimpanzee would turn 
up as one of the entrants in the Red 
Ball Jets Thunderbird, Jr., contest, But 
he did and here is Bob Emery, host of 
the show, with or Mickey who looks 
over @ display of Red Ball Jets sport 
shoes. In fact, he wore @ pair, size 6/2, 
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SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED 











SHOE MEN . . . SELL A MONEY MAKER! 


\ Investigate the opportunity of a lifetime! 


Manufacturer of Nationally known and 
accepted “Flexible Process’? women's 
shoes now to retail at a new low of 
$9.95-$10.95. Nearest competition of 
comparable merchandise is at $11.95- 
$12.95 retail and higher. There is no 
limit on earnings for experienced men 
who can recognize a sensational short 
in-stock line and who know what to do 
with it. Thirty year old concern—New 
Program! 





Territorial openings; — 


Oklahoma Utah No. & So. Dakota 
Texas Arkansas Montana 
Delaware Mississippi Wyoming 
Maryland Louisiana Colorado 
Washington, D.C, Minnesota New Mexico 
Virginia Michigan Oregon 

West Virginia Arizona Washington 
Kentucky Nevada Indiana 

Idaho Upstate New York Ohio 


Write today;—Complete Resumé 
ResTep Division: 
M. BECKERMAN & SONS, INC. 
































1220 Broadway New York 1, N. Y. 
SALESMAN WANTED — ARE 
FOUR SALESMEN \YOU LOOKING FOR A CHANGE? 
{ N RR 
WANTED Wath unawe “Uawe las IME OF 
Territories: Tennessee, Mississippi, Ar- DREN'S SHOES AND SLIPPERS. you NAME 
kansas, Louisi Oklah and Kan- Boole te ber bas, boot and SHOR RECORDER 
sas—-Maryland, Virginia, West Virginia Chestnut al iireta, Phitdelohia’ 30, Penna 
and Eastern Pennsylvania; also Oregon Se eres meer 
and Washington—to sell well known line 
of Children's Stitehdowns and Patent VOLUME SALESMAN WANTED 
Rubber and Canvas Footwear Manulac 
} Straps. Liberal Commissions, Send ref- poy a opening ~ the Middle Weat for 
erences and application to creasin his income. gy yy HO 
Sin Wh ere Ob0T 6 Chee Hecbnsee died with strictest contidence, 
(R21 Leoust @trest, Ot. Loule & Me. Address Box 545, care BOOT & BHO RECORDER 





Chestnut & S6th Streets, Philadelphia 40, Pa, 




















OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low priced Juvenile Footwear. 
All open territories are well established. 
6% commission, plus bonus afte: 

NEIL CARLSON 


SALESM NAGER 
SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 








SALESMAN WANTED 
To carry Line of Children's, Pre-Welts and Ce- 
ments, Luther Brand, Stock and Make Ups; Com- 
mission basis. Can be carried with non-conflicting 
Line, Established territories: Oklahoma, and State 
of Texas. Reply, with references, 


THE KEPNER SCOTT SHOE CO., INC 
Orwigsburg, Pa. 








KEY SALESMAN WANTED 


Entire Eastern Seaboard south from, and including 
Metropolitan New York, open to key man, Sell 
finest Line of well promoted, competitively priced 
plastic rainboots (Ladies', Misses’, Children’s). 
Salary, expenses and bonus UNLIMITED OP. 
PORTUNITY. Send complete details to 
Box 656, BOOT and BHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa, 








SOUTHEAST 


tr opening for top notch man, Draw 
Women's in-stock and 
make-up “vedee casual and street shoe line 
retailing $7.95-$10.95, Experienced man write 
fully in confidence. 


LISSAK & COMPANY 
New Bedford, Mass. 














[eos TERRITORY OPEN: Aggressive 
Salesman wanted for an Established Line of 
Men's and Boya' Work and Dreas Shoes, Guat 


anteed Salary and expense basis, plua liberal 
commission, State experience and trade refer 
ences. Reply to Box $52, Boot and Shee Re 
corder, Cheatnut & S6th * Streeta, Philadelphia 


19, Penna 


PPORTUNITY FOR SALESMEN WITH 

FOLLOWING, Volume Manufacturer of 
Complete Line of Popular Priced ¢ ‘hildren’s 
Shoes has available several active territories 
New England States, Upper New York State, 
and several other States open, Large in atock 
department and Volume N anufacturing Faeil 
ities, Contact PLEASANT VALLEY SHOE 
CO,, Weatminater, Maryland 


SA! ESMEN WANTED; TO CARRY LINE 
~ OF INFANTS’ PREWELTS, | Cement 
Straps and Bon Welts for Volume Trade, Terri 
torles open: Oregon, Washington and California 
Send references and application to Box $35 
Hoot and Shoe Recorder, Cheatnut & 56th 
Streeta, Philadelphia 39, Penna 





| CLASSIFIED ADVERTISING RATES 


bi rate for wadierere classified pn is 20 cents a word under any of our classified headings. Minimum amount 
It * added for this and charged at the word rate, 
{ advertiser's own name and address is used, count each word (atreet number is one word) at word rate, Classified adver- 
tising is payable in advance, Send check or money order with your copy. No accounts are opened for classified advertising 


epted 18 words, $3.60, When a box number is desired, 12 words muat 


except her i regular advertisers on contract, 





The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 46 words per inoh, 
Notice: All Classified Advertisements Should be Addressed to Our Philadelphia Office—5éth & Chestnut Streets, Philadelphia 39, Pa. 
ALL ADS MUST BE ON HAND 20 DAYS PRIOR TO PUBLICATION DATE 








July 1, 1966 




















SIDELINE SALESMAN WTD. 


FOR SALE 


FOR SALE 








TREADEASY 


Women's High Grade Shoes, $14.95 
Retail. Wonderful in Stock Department. 


SOUTHEAST 
and 


SOUTHWEST 
Territories Available 


States to be arranged 


P. W. MINOR & SON, INC. 


BATAVIA, N. Y. 








’ 
for INFANTS’ SHOES and OXFORDS 
Compect Line of 5 basic 
new sales record, wie few years on 
the market. Retails $1.96. Commission—8%. 
if you thoroughly cover your own territory 
this is an extra good chance for extra good 


earnings. 
ATLAS SHOE MFG. COMPANY, INC. 
Tennessee 


SIDELINE SALESMEN WANTED 


For the following territories: 

WISCONSIN FLORIDA MISSOURI 
Men's Compo and Dress Oxfords in-stock. 
$12.95 retail field. 75 styles in-stock; some in 
widths AAA-EEEE, sizes 6-16. Write giving 
qualifications, previous experience, etc, 


Reply to Box 4 BOOT and SHOE RECORDER 
hestnut & Streets, Philadelphia 30, Pa. 




















S!DELINE: Make Your Expenses Selling Our 
Famous “Do-It-Yourself” Sign Making Kits. 
Write for Cireular and Sales Plan. FRUCHEY 
SERVICE CO., Napoleon, Ohio. 


IDELINE SALESMAN WANTED to carry 

In-stock Line of Popular Priced Work Shoes. 
Territory open includes Illinois, Indiana, Lowa. 
Write: UNION SHOE MFG. COMPANY, 
1521 North 10th Street, Sheboygan, Wisconsin 
Manufacturers of “The Columbia Line.” 


S!DELINE SALESMAN for Long Established 

Manufacturer of Infants’, Children's, Pop- 
ular Priced PreWelt Shoes. Instock Depart 
ment, eae good territories open. rite: 
EDMOR SHOE MANUFACTURING CO., 
1234 Carpenter 8t., Philadelphia, 








SHOE ORNAMENTS, BOWS AND FOOT 

SOX. Pocket size samples. Manufacturer 
offers highest commission, Reply to Box 556 
Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna, 


HELP WANTED 


BUYER MANAGER: Leading Retailer Seek- 
ing Experienced Buyer-Manager for Large 
High Fashion Ladies’ Shoe Store, located ts 
Chicago. Write stating Full Details of Ex- 
verience, etc. Reply to x 554, Boot and Shoe 
ecorder, Chestnut & 56th Streets, Philadelphis 


39, Penna. 


POSITIONS WANTED 


DVERTISING CONSULTANT: Are Your 
ads pulling properly? Send samples, Sug: 
gestions made, Campaign planned, Nominal 
fees. JAY B. SNOW, 1420 11th, Delano, Cali- 


fornia 














ANAGER- BUYER, Popular Priced Feot- 
wear, 42, fully experienced, Alert, Depend. 
able, Ambitious, Resomiins ability, desires - 
manent positon, Will relocate, Reply to Bow 
562, Boot and Shoe Recorder, Chestnut & 56th 
Sts., Philadelphia 39, Penna. 












Exceptionally clean store, comp 
155 ft. 


4633 MONTGOMERY RD. 
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TERRIFIC STORE FOR SALE 


Family store, cancellation type operation, popular to medium price shoes. 
letely air conditioned, 24 
» 100% location in Cincinnati’s busiest suburb; 10 year 
lease at $615 straight monthly rental, no percentages, with heat fur- 
nished free. Doing $150,000 volume, with proper merchandising and 
attention can easily do $225,000. Current very clean inventory of about 
$40,000, fixtures $8500, Will sell for cost of inventory & fixtures. Sell- 
ing because of poor health. You can make back your investment in 
eighteen months. Address further inquiries to 


KIMS SHOES 
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CINCINNATI, OHIO 
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FAMOUS 4B SLIPPER SAMPLES 


$5 TO $7 REGULAR RETAIL 


ATTRACTIVELY PRICED TO WELL RATED 
ACCOUNTS ONLY ® ADVERTISEMENT OF 
TRADE NAME RESTRICTED ® WRITE 


MATT AMROSE and SONS 


SYRACUSE, NEW YORK 
JOBS AND CANCELLATIONS—SINCE 1916 














FOR SALE — SHOE FACTORY 
Los Angeles Manufacturer of Men's and 
Women's Casuals will sell plant fully 
equipped $32,500 full price — $10,000 
down. Established 9 years. 


Address Box 547, care BOOT & GHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 30, Pa, 


GOVERNMENT SURPLUS 
Half Soles — Black Composition. Size 12. 
Made by Leading Manufacturers. 
ee a Epa ep $ 6.50 
500 pr. 
HARRIS MACHINERY CO, 
Minneapolis 14, Minn, 
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FOR SALE 


SHOE STORE doing basic shoe business in 
Mid-Western City of half million--Men's and 
Women's Comfort Shoes, mostly Miller Foot 
Defenders for Women and Stacy-Adams Shoes 
for men. Volume about $75,000.00; profit 
exceptional, 








to Box 4 BOOT and SHOE RECORDER 
A Streets, Phi phia 38., Pa, 








BUSINESS OPPORTUNITY 





SIGNING, MODEL CUTTING, GRAD 

ING AND STYLING courses by corre 
qgencenes, Information: Institut Crepin, P, O 
. 12, Delorimier Station, Montreal, P. ., 
Canada, 





ACK TO SCHOOL Imprinted Plastic Penell 
Boxes-—-Comic Books, Free Catalogue. Hecht 
avertioms, 3074 Park Avenue, New York 51, 








ADVERTISING SERVICE 


DOUBLE YOUR BUSINESS with inexpen- 
sive eetaeet Classifieds! Clever business 

stimulators! Tiny ade--big payoff! Free trial, 

SIMON, Box 87-BSR1, Pelham, N. Y 








SHOE STORE FOR SALE, ESTABLISHED 
1912. Five-year Lease. Will sell at below 
inventory price. Reason, advanced age, ECON 
OMY sh JE STORE, Elyria, Ohio. 





Robinson Joins Heydays 


Sr. Louis—Heydays Shoes, Inc., of 
St. Louis announced recently the ad- 
dition of Jack Robinson to its sales 
staff covering Montana, Idaho, Utah 
and Colorado, This new territory rep- 
resents expansion for Heydays, not 
formerly covered in this area. Mr, 
Robinson has been connected with the 
shoe industry for several years. He 
will make Bozeman, Mont., his head- 
quarters, 





M & M Shoe Moves 


New Yorx—-The M. & M,. Shoe Com- 
pany announced its removal from 118 
West Broadway to larger quarters at 
1564-156 Duane Street at the corner of 
Duane and West Broadway, Jobbers 
of hard sole slippers for men, women, 
misses and children, the firm will now 
maintain a large in-stock department 
for immediate filling of orders. Two 
brothers, Macy and Max Mazur, are 
heads of the company. Macy Mazur, 
formerly a manufacturer, recently 
joined his brother's jobbing business, 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 


WANTED TO PURCHASE 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila, 6, Pa. 








ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, N, Y. 
RECTOR 2-4170-4171 

















Mex L. Meltzer, Pres. 


WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 





Ivanhoe 1-9830 






= i 


FOR CASH 
V Complete Stores 


V Quality Shoes 
¢ CLOSEOUTS OR SURPLUS 
“ from Mfr. or Retailer 
Any Quantity . . . Any Timet 
For Quick Action, 








CE 1-4898 CE 1-3762 


: QUALITY SHOES SINCE 32 : 
“WHILE IN TOWN SEE WEIL” = 





MERCHANTS’ NEEDS 




















SAM CAMPETA & SONS 


Surplus Stocks ® Closeouts © 


YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


95 Reade St., New York 13, N. Y. 





Foremost Cash Buyers of Fine Shoe Jobs Since 1906 


complete Stocks © Your Name and Brand Protected 


COrtlandt 7-6378-9 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 
132 Ne. 4th S$. Phila, 6, Pe, 
Phone: LO 35-9633 











WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 


e. READE ST., NEW YORK 7, N. Y. 
WORTH 2.6358 
RALPH VOGEL 





















Topic of the Day 
WHO CAN 
BEAT IKE... 


and 
WHO CAN BEAT 
UNCLE LOUIS’ 
PRICES... 


For the answerphone or write 


LOUIS CAMITTA & son 
01 READE 67. NEW YORK, W. ¥ 

















CASH 
PRICES 


100 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fan ae- 
tien . « . quality men's, 
women's and children’ e shoes, 


 MOSINGER- ‘COHN 
















THE WATION'S Finger 
CANCELLATION SHOES 


July 1, 1986 


BARIS BUYS for CASH 
Quick decision on your offers of discontinued and 


surplus men's, women's and children's shoes. 


Also complete stores considered 
Jobs In Fine Shoes From Fine Sources Since 1931 


19-61 Reade St. + New York 7, WY. + Tel: WOrth 2-5180 












Nats AND 


Del, ‘tS 


POW YOUR 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
raphs and beautiful art work 
or direct mail and news- 
paper advertising. 


* 

2. Vincent Edwards Idea Clipping 
Service 
Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 
342 Madison Ave. 











New York City 














BUY BONDS 














WANTED TO PURCHASE 








inc, « BE 23-7290 
146 DUANE ST., N.Y. C. 


Ii>0 











WE PAY CASH 
for your 


* SURPLUS STOCK 
* DISCONTINUED LINES 
* CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preferred 
Ladies’ * Men's « Children's 
31 No. 4th St. 
BARSH & CO. “nat {* 
Write or PHONE - MA 7-1666 





MORRIS BAYROFF 
formerly with M & R Shoe Co. 
'S NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 


Complete Stores & Closeouts 








Barrett Sales Manager 
Addresses Regal Shoe Men 


New York—Leather—an Impor- 
tant Part of Your Shoe Sales Story”— 
was the theme of a talk given by 
George Martin, sales manager of Bar- 
rett and Company, Inc., before the dis- 
trict managers of Regal Shoe Com- 
pany, during their recent sales meeting 
here. 

Mr. Martin stressed the advantages, 
to the shoe trade, of promoting and 
featuring unique qualities in leather to 
add to the prestige of the line and in- 
crease its sales appeal. 





Stitchdown Producers Elect 


New YorkK—At the annual meeting 
of the Stitchdown Shoe Manufacturers 
Association held at the Vanderbilt 
Hotel June 18, the following officers 
were elected: 

Chairman - Emeritus, I. Hoffenberg, 
A. Werman & Sons Company, Inc.; 
chairman, Leo A. Abbey, Accurate Shoe 
Corporation; president, Morris Witlin, 
Champion Shoe Manufacturing Corpo- 
ration; vice-president, Jack Rosen, 
Krieger & Rosen Shoe Company; sec- 
retary, Morris Bromley, Ben Shapiro 
Shoe Company; and treasurer, Leon D. 
Fischel, Comfort Sandal Manufactur- 
ing Corporation. 





U. S. Rubber Chemical 
Division Adds Two Salesmen 


New York—Two new sales represen- 
tatives have been added to the latex 
and lotol department of the Naugatuck 
Chemical division, United States Rub- 











MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


76 Reade Street New York 7, M. Y. 
Telephone: WOrth 2-961 Beekman 3-767! 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 





101 DUANE ST. NEW YORK 7, HM. Y. 
Telephone WOrth 2-2616 














Sommers Plastic to Distribute 


New York—John Manion, sales man- 
ager of The Respro division of The 
General Tire & Rubber Company, an- 
nounced the appointment of Sommers 
Plastic Products Company, headed by 
Herman J. Schecter, at 7 West Eight- 
eenth Street, here, as distributors of 
Resproid Plastics to the handbag, belt, 
billfold, accessory and novelty fields, 
in all areas except New England and 
the West Coast. 
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ber Company, it was announced by 
Albert W. Holmberg, sales manager. 

James T. Fairclough Jr., formerly 
a chemist at Naugatuck Chemical’s 
Gastonia, N. C., plant, has been as- 
signed to the Georgia area with tem- 
porary headquarters at Gastonia. A 
graduate of Bucknell University, where 
he majored in chemical engineering, 
Mr. Fairclough has been with Nauga- 
tuck Chemical since 1952. 

Robert Dudley, previously a chemist 
in the company’s latex research and 
development group, will make his head- 
quarters in Philadelphia. He joined 
Naugatuck Chemical in 1953 after 
graduating from Wesleyan University. 





Pollard Sales Manager 


Sr. Lovis—William A. Pollard has 
been appointed sales manager for the 
Boyd-Jones Shoe Company, St. Louis, 
it was announced recently by J. G. 
Jones, Jr., president. 

Mr. Pollard has been associated with 
the company for the past 11 years, 
serving as salesman in the central- 
southern states. He was named a vice- 
president in 1955 and appointed a mem- 
ber of the board early in 1956, 


Juvenile Shoe Corporation 
Gets National Safety Award 


St. Lovis—Juvenile Shoe Corpora- 
tion of America, Aurora, Mo., has 
been voted the National Safety Coun- 
cil’s Public Interest Award for 1955. 
This non-competitive award is made 
annually to public information media 
for exceptional service to safety. Juve- 
nile Shoe has won it three years 
out of the past four for its advertising 
program stressing children’s safety. 

Ned H. Dearborn, president of the 
National Safety Council, in a letter to 
Gale Pate, president of Juvenile Shoe, 
said, “We here at the Council have 
been well aware of all you have been 
doing. The award is designed to allow 
us to express in tangible form our ap- 
preciation for exceptional service to 
safety.” 

The 1955 award went to 32 daily 
and 10 weekly newspapers, 108 radio 
and 34 television stations, two televi- 
sion and three radio networks, 14 gen- 
eral circulation and 38 _ specialized 
magazines, 34 advertisers, 18 outdoor 
and two transportation advertising 
companies, and two tranist systems. Ju- 
venile Shoe was the only shoe company 
on the award list. 


Brier-Tucker Reorganized 


BINGHAMTON, N. Y.—Brier-Tucker, 
Inc., shoe stylists, has been reorganized 
as Anderson-Tucker, Inc., and is now 
headed by George W. Anderson, who 
has been with the company for 20 
years. Failing eyesight has caused 
Arnold R. Tucker to relinquish most 
of his former duties. 

The company moved a few months 
ago from 20 Court Street to 30 Myrtle 
Avenue, where it occupies considerably 
larger space. The firm designs shoes 
and makes patterns for a number of 
manufacturers. 





Japanese Shoe Producers 
Tour Hartnett Tannery 


hk. Bee Danae 





Japanese shoe manufacturers are wel- 
comed by Kivie Kaplan on their recent 
tour of the Hartnett Tanning Company 
plant at Ayer, Mass. They are Hikoshi 
Kuwahari and Gertrude $. Kitano of the 
firm of Kyowa Kogyo Kabushiki, in Tokyo. 
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Industrial 
Revolutions 


CROMPTON 
RICHMOND 
COMPANY 


Every new invention ushers in new uses and new 
fields. But the men who produce and distribute these 
new things are not new. They have merely removed 
their talents and experiences from old fields. And 
they suddenly are confronted with problems with 
which their previous experiences cannot cope. 


Credit in a new field is a major problem. It is often 
rejected when it should have been granted — and vice 
versa. 


Crompton Factoring relieves you of all credit risk, 
and supplies you with continuous cash for your re- 
ceivables—a very vital advantage in a new field where 
all the bugs have not yet been ironed out. 


The Human Faclor 








CROMPTON-RICHMOND CO., INC. 
1071 Avenue of the Americas, New York 18, N. Y. 


Crompton-Richmond-Joel Hurt Co. 


Glenn Building, Atlanta 1, Georgia 
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UNITE fit your lasts — every time! 
SHA N They’re “tailor-made” to fit. 


Not one,.but several master models in key sizes are individually ‘‘hand-tailored” 
to fit your lasts. 

There’s no guess-work either . . . every line and curve of each model is checked 
with exacting care right on your last with your insole attached . . . checked for a 
firm last-hugging fit or with spring as necessary 

By grading the master models over a complete run of sizes United’s skilled 
model-makers give you shanks that fit .. . VITA-TEMPERED shanks that preserve 
and protect the style for the life of the shoe. 

For shanks that fit... designed and individually fitted to meet your particular 
requirements, call United. 


VITA-TEMPERED STEEL SHANKS 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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SANDER 


OF BOSTON 


and the 
leather is 


rich, 


mellow 


clenid WELKA 


€C€otaQonwtiaa TANNING € O., , BOSTON MASS, 





Right Combinat 
for a BETTER 
Boys Shoe Busi1 





YOUTHS 12-3 
BOYS 1-6 
BIG BOYS 6-11 








IN-STOCK FOR 
GERBERICH DEALERS 


Youngsters today are just as much aware of their 
appearance as their dads are ... and most of them 
are more shoe conscious too! No longer are they 
content with a style choice between a wing tip and 
a moccasin. They want shoes that are styled just 
for them and for their age group! 


from 


Gerberich- 


... the Finest Name 


Payn e in Boys Shoes pers 


NEW YORK, Marbridge Building, Room 417 
SHOE COMPANY LOS ANGELES, Alexandria Hotel, Room 805 
PHILADELPHIA, 12 S. 12th St., Room 914 


MOUNT JOY PENNSYLVANIA 
IN CANADA: J. Leckie & Co., LTD. 





